__P.P.S.S.A. “SILVER JUBILEE” SHOW 


Recorder 


NATIONAL VOICE or 3 sa Cr 





94350,000 
ACTIVE 


PROSPECTS FOR 


TINGLEY 


RUBBERS AND 


Ther parents 
ead Tingley ads 
n LIFE, POST, 

PARENTS and 


TINGLEY 
RUBBER 
CORPORATION 








Bo el 
Arh, H 
( ' Wii / {{ 
y, 4 ¢t 


hails the debut of an excitingly new 


pump, Bo Bo, with mid-heel covered or 


stacked. Exquisitely crafted in 


f 4 f és Tun jf 
Ut) / Yl H / ys ( WU, : 


+3308 Bone trimmed with +326 Pate; White with 
+342 White Tiger; +384 Mist Gray with +354 Ascot; 
all-over +576 Spring Brown; all-over =370 Bombay... 


by Hamilton Shoe Company, St. Louis 3 
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SWING\TO 


FOR CHILDREN OF ALL AGES 


In Stock — 286 — 

White Plain Toe Blucher 

2 to 6 —B, C, D, E, and EE 

6'2 to 8 — A, B, C, D, E, and EE 


Swing to “KALI-STEN-IKS” for repeat sales 
— which mean PROFITS for you! 
“KALI-STEN-IKS” offers a complete line of 
children’s shoes — from Tots to Teen-Agers. 


They're nationally advertised, too! 
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Second-class postage paid at Philadelphia, Pa. Printed in U. S. A. Subscription price United States and Possessions, $3.00; Canada, $3.50; Pan-America 


$4.00; all ether parts of the world, $15.00. Single ome 25 cent 
correspondence to: Circulation Manager, BOOT AND S$ 
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s issues which are $1.00. Address subscription 
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With American Girl’s complete line, you not only 
IN THER get the ‘‘Under $10” volume, you keep it. 


COMPLETE: dress shoes, walking shoes, street shoes, nurses 


“ $ 9 shoes, flats, casuals, novelties for teen, career woman, house- 
U I | DER 10 _ nm -” 


PROVEN: the #1 brand in the $6.99 to $9.99 field, proven #1 


profit-getter in many stores 
BUSINESS PPSSA, COLONIAL ROOM, SHERATON-ATLANTIC 


“A reicaw Gikle= 


288 A STREET, BOSTON, MASS. - NEW YORK OFFICE: ROOM 522, MARBRIDGE BLOG 
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Acme is sending each dealer a book of these handsome, 
nationally advertised, gold-on-parchment 


Gift Certificates 





PARADE 
MAJORETTES 


ACME BOOT COMPANY, Inc., Clarksville, Tennessee 


WORLD’S LARGEST BOOTMAKERS 
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In This Issue... 


Sub-teens and Teens, a Fast-growing Market... 54 


Sub-teens are still little girls in many ways and respond to 
simple, direct promotions. Teenagers are more sophisticated. 


Trend to Popular Price Shoes Draws Buyers to 
POE EE 6 VC w a aH GAs oc concccnvsccess OO 

The silver jubilee PPSSA gives indications of being the largest 

and most active yet. 


Fred Kahn Highlights Side Openings .......... 61 
This designer develops a variety of ways of opening the pump 
while still retaining the elegance of the closed shoe. He has 
applied his idea to both dressy and more tailored shoes and to 

all heel heights. 


Make Passer-by a Shopper with Distinctive Dis- 
BOGE occ cc ccccccseccccccccccencvccccccs OF 

Sidney Shneer of I. Miller explains some of the ideas back of 

his outstanding window displays. 


There's No Such Thing as a "Country Girl".... 67 
Aaron Kraselsky of Albany, Ga., believes that women in small 
towns are just as up-to-date on style as those in cities. He sells 

style as well as shoes. 


Sales Training Series: Closing the Sale ....... 69 
All the sales training in the world is useless if it does not help 

the salesman reach the point where he hears the customer say, 

“T'll take them.” 


Departments... 


About Shoe People 


Baker Reporting from 
Dates Remember 


Publisher's Columa 

Washington Retail Merchandising 
16 Retail O 

Retail Trade Report 

Salesmen and Suppliers 

Salesmen on the Road 

Shoe Shows 

Voice of the Trade 

What's New 


Coming December 1... 


Fall 1961 Survey: Leathers, Materials and Com- 
ponent parts 

Leading trends noted are a rising crescendo in leather colors; 

greater variety in fabric types; continued technological im- 

provements for greater softness, lightness, flexibility and ac- 

celerated production in shoes. 
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It flexes right back again 


why? 


Remarkable: Feels as light as air That's the question ... why? Because there's PELLON’ inside! 


A 


n America are made with Pelion. Pellon is the amazing inner construction material for—Uppers—Box Toes 
Free box inserts are available to identify shoes that feature Pellon. / 


PELLON CORPORATION, Empire Stote Bldg. New York 1, N. Y./Shoe Sales Division: IRVING J. FIFE & 00. 432 Park Ave. ‘ 











The wraps are off! And the men from 
Viner are on their way to show you 


America's newest, smartest, best sell- 
ing fashions for 1961! Look for 
sweeping newlines . . . subtle changes 
of color andleather . . . more sales 
power in every pattern! 


VINER BROS., INC., BANGOR, MAINE 
Shoe Craftsmen Since 1905 


colleen 











VINER SALESMEN ON THE ROAD 


Charlie Arnold 9. Ira Mack 

Leo LeRoy 10. C. E. Carpenter 
Arthur Pett 11. Ray Forgette 
Bill Wood 12. Don Ferritor 

Ed Sherman 13. Ed Hemphill 
Fred Moncur 14. Ralph Cohen 
Marcus Swan 15. Ray Dumont 
Bill Burkhardt 16. Abe Scolnick 

17. Ray Brown 


SNPS SPP 











AT THE P.P.S.S.A. 
HOTEL SHERATON -ATLANTIC 
ROOMS 416, 418, 420, 422 


and at all regional shows 


\V/MEe 


FOOTWEAR 





The BIG SHOW in New York is... 


al authentic 


HAWAITA 
LUAU : 


Desco’s fa mous 


oo arty. 
en a exotic 
; St thro re 
Cockta; ugh 
~~ ktail hour by 





DESCO’S BIG HIT OF THE * 
CHICAGO SHOE SHOW 


THE WHEEL OF FORTUNE 


Everybody spins, everybody wins. 
Valuable prizes for all. 

Come one, come all. You'll agree 
that the BIG SHOW 

in New York is DESCO! 





IN OUR SHOWRROMS AT 209 


DESCO SHOE CORPORATION ec sucx 


CO., INC. {a Subsidiary) 
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Motivation ..... 


At a recent Sales Executive Club Luncheon, Dr. 
Arthur Secord, Director of Community Service and 
Professor of Speech at Brooklyn College, gave the 
members some very interesting points about motiva- 
tion and how it affects our daily lives. 


“No human being has ever done anything except as 
a direct result of motivation,” he began. “Whether 
it was legal or illegal, moral or immoral, or whether 
it was a sale, it was done as a result of motivation. 


“Motivation isn't always obvious; but it is always 
there. And there’s another thing we know about 
motivation: that when a human being is properly 
motivated, he can do things of which he would 
ordinarily be incapable. 


“When you are in a position of having to motivate 
another person or group of persons, it is important 
that the other person understand exactly what you 
mean when you make any given statement. 


“You can’t sell until you really know how to get 
vour ideas across to the prospect. Make him under- 
stand what you say.” 


Dr. Secord outlined three helpful hints: (1) “Speak 
the other fellow’s language. Words spoken are 
relatively unimportant. What is important is what 
the other fellow hears. Do the words mean the 
same thing to the people to whom we speak as they 
do to us? 


(2) “Never emphasize more than one point at a 
time. Chances are that if you try to cover several 
points, the listener will only remember the first 
and/or last. 


(3) “Dramatize the point with an example. It makes 
it easier for the other fellow to accept your reason- 
ing.” 


He also emphasized the absolute need of using 
courtesy, tact and adapability in our day-to-day 
dealing with others. 


His definition of tact: “The ability to let the other 
fellow have your way.” 


g. B. Tartans th, 


Publisher 
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JUMPING JACKS 


S 
< 


New “bow” 
for a little lady! 


JUMPING “JACKS ; 


A fashion find! Patent leather 
pump with gleaming acrylic bow. 
New slimline tapered toe and up- 
to-the-minute new mid-heel. Style 
minded little iassies will vote it a 
“honey”. For alert minded retail- 
ers, it’s like voting for money! 
Comes in sizes small 10 to large 
7... for little sister and big 
sister. Stock this hot number 
(4851) now! 


VAISEY-BRISTOL SHOE CO. 


MONETT, MO. 














Mresoloel. a. 


ON SIGHT! 


The gloveliest leather ever for women's 
fine shoes! 





So soft, silky in texture, BRASILIA is sure to 
delight every woman who has it in her shoes. 


And what glorious colors there are to 
choose from! 


(dre) SOU) 


* SCOTCHGARD TREATED G. LEVOR & CO., INC. 
« SPONGEABLE GLOVERSVILLE, N. Y. 
» PERFECT COLOR PENETRATION 
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Poli-Parrot TV 
SPOTS gs 


— * 


a SALES 
SN” 


(dy Stone 


PREMIUM 
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en 


Spring TV SPOTacular “deseri’ adventure 
selis shoes with new 3-in-1 giveaway! 
Be on the look-out for more traffic, more sales, as 
Poll-Parrot TV maps a trail to Your Store! New TV 
adventure for spring uses “Polly Scope” to end search 
for kids in desert ...and ends your search for a sure- 
fire sales builder. See how nation-wide TV SPOTacular 
sells shoes; ask your salesman. 


it's a whistle! it's a compass! It's a telescope! 


/ Your Store Name featured \ 
on your local TV Station 


Brand sell plus store sell... that's 


the combination that means busi- : 
sean, ies datas euieien eaedin Complete TV Tie-In Package 
includes 100 premiums, window or interior display and 


prove. Be sure r name is seen 
oe other merchandising pieces...in one easy-to-order unit. 
in your market for spring! 
Get yours now! 


Pius National Magazine Advertising 
aimed at parents in Parents’, Today's Health, Your New 
ie ere Baby, My Baby and Baby Talk. 


INTERNATIONAL: First with the most TV-— The most powerful advertising the shoe industry has ever seen! 


Targeted Triple Sell 
for "61 
a’Yre yy? Y ry’ Y 
N TERNATIONAL 
i 4 ai a 4 4 
SHOE COMPANY 


UWbrlde L frgeet Shee Manufacturer 
ST. LOUIS -« NEW YORK - LOS ANGELES + ATLANTA 
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100% brushed 
Du Pont Nylon [f! 


Here—the peak sneak of the season. The reason? A remarkable 

new brushed casual-shoe fabric of 100% Du Pont nylon with the 

look of plush suede, the touch of posh velour and the stamina 

of a marathon runner. It means tubbable, scrubbable, lightweight 

shoes with year-round comfort, for non-stop selling. More extras 

for sales—rich, radiant colors, styles for the whole family. And 

sneakers are only the first step. Countless other casual shoes and 

_¢ “boots have designs on this fabric of 100% brushed Du Pont nylon. 

e —_ Look for them at Gold Seal Rubber Company and other 
leading manufacturers of rubber and casual foot- 

wear. They'll be runaway winners in sales! 


Du Pons male fier, does not make the fabric or shoe shown. Better Things for Better Living... through Chemistry 








It's Princeton's ~™ 
New Purr-Suede!!! 


Princeton's Purr-Suede is the finest. Why? Because Princeton is extra 

finicky about purr-fection. Because Purr-Suede is 100% brushed DuPont nylon 
Because only Princeton carefully controls the entire production ba 
operation...every stage from yarn to finishing in one plant. 

For every quality you'd expect fo find in a fine shoe 

fabric, Purr-Suede outperforms them all. Wearable? 

Test after test, Purr-Suede far outlasted other similar 

fabrics. Washable? Wash after wash, Purr-Suede 

came out sparkling new. Color fastness? /n a range of 

shades that outrivals the rainbow, Purr-Suede 

showed its true colors. So don't take a chance on 

quality. Insist on Princeton's Purr-Suede. 


5 RECAP f 
PRINCETON MILLS @linge” 
A Dimsion of Burlington Industries CPL 


~ 
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THE QUALITY LEATHER 


< eR 





....8ubtle white 


resort, spring, summer ’61 


@ 


LEATHER CO. GIRARD, OHIO 
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ay ED Fir Succkss¢ 


IN DOUBLE NEEDLE 
OR FULL TAPER TOE 


¢ DUCK 
¢ CORDUROY 
¢ BRUSHED NYLON 


See also the new Tred-Lite line of 
fabric casuals for men, women and 
children. 


GET YOUR '61 CATALOG © 
FROM YOUR DISTRIBUTOR TRED-LITE LABELED 


TRED-LITE BOXED 


CAMBRIDGE RUBBER COMPANY 
Cambridge 39, Mass, 
— the leading brand advertiser 


in its price field — 


AT THE PPSSA-ROOMS 629—630-HOTEL NEW YORKER 
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Fa TRS 
SOFTER - LIGHTER WY - MORE FLEXIBLE 


A new character in lighter weight shoes! 


® Finest imported and domestic leathers. 
® Unlined forepart or entirely unlined. 
® Special velvet finish insoles and outsoles. 


® Thinner rubber heels . . . lighter looking 
but long wearing. 


Completely different from regular weight shoes. 


During the PPSSA visit the Walk-Over Display 
Room 910, Marbridge Building, Broadway and 
34th Street, New York 











GEO. E. KEITH COMPANY 


Brockton 63, Mass. 








|e Dates to Remember 


| MAJOR MARKETS ... 


| Popular Price Shoe Show of America, 


New England Shoe and Leather Assr 
and Nationa! Assn. of Shoe Chain 
Stores, New Yorker ond Sherot 
Atlantic Hotels, New York. .Nov. 2 
Allied Shoe Products Show, Fall-Winter 
1961, New York Trade Show Bidg 
New York De 
Shoe Fabric Show, Fall-Winter 196 
National Shoe Fabric Assn Hote 
New Yorke New York De 
Leather Show, Fall-Winter 1961, Tor 
ners’ Cour + Americo Stati 
Hilton Hote!. New York Dec 
Advance Fall Shoe Market Week, Now 
England Shoe and Leather Assr 


She 


De 


Hotels Statler Hilton ond 
Plazo, Bost 


Shoe Market of America, 


Shoe Moanufo 


. AND KEEP IN MIND 


Heart of America Shoe Show, 


¢ ‘ 


Midwest Shoe Tavelers’ Assn., Spring 


Shoe S? 


Michigan Shoe Travelers Club, 

Shoe Show Pontiind Hote 

R- opids uM 
Philadelphia Spring and Summer Shoe 

Show, Adelphia Hote Philade of 
Empire State Footweor Assn., Inc., St 

c r a 

Show and nvention nondaga 

Hotel. Syrocuse. N. Y jen 
Associated Shoe Travelers of Baltimore 

Spring Shoe Show Lord Baltimore 

Hotel. Baltimore Jan. 22-2 
Pennsylvania Shoe Travelers’ Assn., Inc., 

Summer Shoe Show Hotels Penr 

Shera? n 7nd Carlton H i$@ Pitts 

burgh Feb. 4.7 
Midwest Shoe Travelers’ Assn., Summer 

Sh e S} “ Paimer House Ch oa 

Feb. 26-Marc} 

Designers Shoe Guild, Advance Fo 

Jpenings, members’ showrooms, New 

York Week of Feb. 27 
Designers Shoe Guild, Fall Opening 

members’ showrooms, New York 

Week of Apri! 

Northwest Shoe Travelers, Inc., Fa 

Shoe Fair, St. Paul Hotel, St. Pau 

Minn April 22-25 
Pacific Northwest Shoe Travelers, Inc.., 

Fall Shoe Show, New Washington 

and Olympic Hotels, Seattle . April 22-25 
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Style 109 
Brown Soft 
Grain Calf. 
Softie Glove 
vamp lining. 


108 Black 
\s 
x’ 





\ 
have reached a X\ 
Plat@au of living that 
calle for sensible, well 


And, Matrix weare 


Thereafte 


after pair. 


Yow 1a 


YS 


Softie Glove | THE INSOLE THAT'S 
vamp lining — 


sae hea = PRE-SHAPED TO FIT THE 


by 
CONTOURS OF THE FOOT 
Lidia Chae 


EDWIN CLAPP & SON, INC. EAST WEYMOUTH, MASS. 


Style 143 


Brown Soft 
Grain Calf. 


- 





uniformly 
preferred 


reer IU FLEX 


not on all shoes...just the best ones 





the light, resilient, non-slip 


“velvet tread", recognized 
everywhere as the standard 


of excellence... 


AVON 


SOLE COMPANY 





@ Save up to 1 cent per pair 


@ Save three operations 
@ Save valuable floor space 


If you now last 60 dozen pairs per machine per day, with the 
new United Automatic Welt Toe Lasting Machine Model A 
you can increase production as much as 30 dozen pairs per 
machine per day and probably even more. Some operators 
have increased toe lasting production as much as 100% 

While production gains and per-pair savings vary depending 
on work flow and shoemaking conditions, the new United ma- 
chine gives you proved potential for increased volume at 
lower cost. 

Operation of the WTL is simplicity itself: after the operator 
positions the shoe and steps on the treadle, the machine takes 
over automatically. From distribution of stock to ejection into 
the shoe catcher, no hand need touch the shoe. After upwipe, 
overwipe, and bedding down, strong-as-steel Nylon filament is 
firmly drawn around the well-lasted toe and securely fastened 
with staples all automatically 

In addition to improved quality and reduced operator 
fatigue, United’s Automatic Welt Toe Laster gives you these 
important advantages: 

Anchor tacking eliminated 

Manual toe wiring eliminated 

Toe stapling or waxing eliminated 

Removal of anchor tacks and toe wire eliminated 

Damage to shoes and lasts from anchor tacks eliminated 
e@ Valuable floor space saved 

To find out how much you can increase welt toe lasting pro- 
duction and cut per-pair cost with this new machine, call your 
nearest United office. 

Some operators have increased production as 
much os 100% with United Automatic Welt Toe 
Lasting Machine — Model A. 


UNITED SHOE MACHINERY CORPORATION - BOSTON, MASSACHUSETTS 
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Leather Show Set 
For Dec. 13 and 14 

NEW YORK — The Tanners’ 
Council of America will sponsor its 
58th Leather Show Tuesday and 
Wednesday, Dec. 13 and 14, at the 
Statler Hilton Hotel here. Leathers 
for use in fall and winter 1961 
shoes will be displayed. 

Exhibit hours will be 9% a.m. to 
7 p.m. on Tuesday and 9 a.m. to 
3 p.m. on Wednesday. 





BSWU Plans Maine 
Organizing Campaign 
BOSTON The AFL-CIO Boot 
and Shoe Workers’ Union will launch 
an organizational campaign among 
Maine's 16,000 non-union shoe man- 
ufacturing workers. 
Jack Mara 


opened 


Union President said 
the BSWI 


Lewiston and Bangor and appointed 


has offices in 
four of its international representa- 
tives to conduct the organizing drive 
The 


he said, “until shoe workers in every 


four men will remain in Maine, 


part of the state have been given an 
join with 
workers all 


opportunity to other or- 


ganized shoe over the 
country.” 

Mr. Mara, newly elected head of 
the union, the BSWU's 
plans for Maine when he addressed 
the Bangor local at Pittsfield, Me. 
The state’s shoe manufacturers now 
employ 21,000 workers, he 
pointed out, and shoemaking has be- 
come Maine’s No. 1 industry in 
terms of employment. But he 
charged that average annual earn- 
ings in the shoe industry are about 
$800 less than in Maine employment 


discussed 


almost 


as a whole. 

According to Mr. Mara’s figures, 
the state has about 5,000 organized 
shoe workers—less than one in four 

The union has named Brad Hamil- 
ton, John Jankowski, Stan DeRoche 
and Dan Everett to head its organiz- 
ing campaign. The drive will be 
called “Operation Bootstrap.” 

“Our job will be to help Maine's 
shoe workers pull themselves up by 
their own bootstraps,” declared Mr. 
Mara. 
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St. Paul Traffie at 4-Year High 


The number of exhibitors at the 
Northwest Shoe Travelers’ spring 
showing set a record. Registra- 
tion was up 18 per cent, and 
salesmen were kept busy. 


ST. PAUL, MINN. 
at the Northwest Shoe Travelers’ 
showing of spring and summer 
fashions was reported better than 
it has been in four years. There 
were more exhibitors than ever be- 
fore, registration 
per cent. The visitors were not just 
looking 


Attendance 


and was up 18 
most exhibitors said sales 
were good. 

It was 
women’s 


here that 
shoe picture 
been stripped of a couple of bright 
red and blue. 
One of the show’s largest dealers 


the 


has 


apparent 
dress 


colors, conventional 


said he did not receive a single or- 
der for navy blue. He did feel, how- 
ever, that “brave and individualis- 
tic” stores that are stocking one or 
two new navy heels would reap a 
nice harvest of competitors’ 
tomers if the should 
denly start asking for the color—a 
change he expects. 


cus- 


ladies sud- 


Black Patent Reigns—As usual 
the big seller up to Easter will be 
black patent. Black patents with 
contrasting strips of gray or off- 
color brown are in great favor 

The entire beige family is popu- 
lar, especially bone and white gar- 
denia. Bone is the No. 1 seller 
among the neutral tones. Among the 
high colors, china blue, strawberry 
and geranium leaf are popular. 
Lustres are more important than 
ever before. 

It is more than 40 years since 
heels have been as point-proned as 
they will be in 1961. About 75 per 
cent of the orders for 
triple needle toes. Ornamentation 
will be light and a part of the shoe. 
The only bows will be on sling 
pumps, that one-in-a-thousand sale. 


here were 


Mid-Heels Gain — Clever crafts- 
manship, which makes them look 
higher and just as stylish as the 
three-inchers, has helped the mid- 


heels gain in popularity. 

There are a couple new colors 
that are especially popular in casu- 
tiger, a neutral green, and al- 
mond, a tan not far from bone. 
3one, of course, is also strong. 
srown ombre is another favorite, 
especially in kidskin shoes. Orders 
for straws are especially heavy, and 
both cork wedgies and bareback 
mules are going well. 


13/8 for Girls—The little girls 
still want to imitate big sister, and 
13/8 heels are a big seller in chil- 
Zone is very popular 
in this style, but in the overall pic- 
ture it will run a poor third to the 
old standbys, black and white. The 
pastels are not moving. Patent will 
be the main pre-Easter dress shoe 
for little girls, just as it is for their 
mothers. 

Black smooth will far 
the rest in sport shoes. 
gaining here, but still is far behind. 
The new leaf saddles will replace 
some, but certainly not all, of the 
patch saddle business. 


als: 


dren's shoes. 


outshine 


3one is 


A Neutral for Men—The newest 
color for men is cactus. This neu- 
tral color, which will go well with 
almost anything, will be a favorite 
in lightweight casuals, especially 
step-ins. Dress shoes are more ta- 
pered in the toes, and are selling in 
black and browns that are so dark 
they aren’t far removed from black. 


September Output Revised 
WASHINGTON, D. C. — Septem- 


ber footwear production dropped 
even further below 1959 levels than 
was originally estimated. In a re 
vised report, the Census Bureau said 
output totaled 48.8 million pairs, 9 
per cent below the 53.4 million pairs 
produced in September 1959. 

Thus, production in the first nine 
months reached 462.6 million pairs, 
about 5 per cent below last year’s 
level. 

Average factory value of all shoes 
shipped in September was $3.91, the 
government said. 
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Retailers Hesitant at Detroit 


By GRACE GORDON HAY 


DETROIT—Buyers attending the 
Michigan Shoe Travelers Club’s 
Spring Shoe Fair were slow to 
place orders for the coming season. 
The orders written, though numer- 
ous, were somewhat on the small 
side, and primarily for fill-ins on 
current styles. 

Many retailers were waiting for 
the January show to order their full 
requirements of spring merchan- 
dise. Notable exceptions to this 
trend, however, were in the wo- 
men’s high-fashion and canvas foot- 
wear lines. These experienced a 
larger percentage of advance or- 
ders. 

Exhibitors’ reports on business 
written ranged from “down slightly” 
to “up 18 per cent.” For the major- 
ity, sales were equal to or slightly 
ahead of a year ago. There was a 
total of 90 lines shown. 


Needle for Girls—Retailers were 
generally enthusiastic over the new- 
est style trends, patterns, and col- 
ors shown. 

Creating a minor sensation in 
the growing girls’ category was a 
black patent, needle toe pump on a 
squash heel. This was one of the 
first appearances of the true needle 
in the 1214-to-4 size range. 

The triple needle toe—now seen 
here in all types of women’s foot- 
wear—was meeting with ready ac- 
ceptance by retailers. In women’s 


dress shoe lines, the closed, triple 
needle pump on rapier-thin high 
heel remained firmly entrenched as 
the number one shoe. Buyers’ color 
choices were the luster calfskins in 
ruted pastels, black patent, black 
calf, bone, and white. 

Best sellers in casual lines were 
the lightweight styles in soft, un- 
lined leathers, with wafer-thin soles 
—and on the triple needle last, of 
course! 


The bulk of or- 


was 


Slipons Advance 
ders in men’s and boys’ 
for fill-ins on winter patterns. Here 
the outstanding development 
the percentage of slipon 
being sold. In the budget lines, up 
to 80 per cent of orders written 
were for slipons—while in the 
men’s $11.95 to $23.95 retail bracket 
the estimate was approximately 60 
per cent. 

A new slipon pattern with elasti- 
cized topline met with considerable 
sales success. 


lines 


was 


styles 


Two Main Colors—Color interest 
centered around the well-estab- 
lished “B-and-B” and the newer 
burnt olive tone. Most of the men’s 
line exhibitors found these two col- 
ors accounting for better than half 
of all sales. 

Rubber footwear exhibitors 
ported the white tennis shoe still 
the sales leader, for the balance of 
the winter months at least, followed 
by corduroys in black or 


re- 


closely 
loden. 


NSRA Conference, Guild Show Link Timing 


NEW YORK—The Designers 
Shoe Guild and the Nationa] Shoe 
Retailers Assn. have announced 
plans to coordinate the timing of 
their February fashion events. 

The two groups have chosen the 
week of Feb. 26, 1961, for the Guild’s 
showing of advance fal] fashions and 
the NSRA’s Fall 1961 Fashion Con- 
ference. John Jerro, president of the 
Guild, and Edward J. McDonald, ex- 
ecutive vice-president of the NSRA, 
made the announcement. 

This year the retailer organization 
held its Fashion Conferences as a 
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feature of the Mid-Season Shoe 
Fashion Conference Wee. But the 
Conference Week was discontinued, 
making new arrangements necessary. 

Mr. McDonald said the February 
Fashion Conference will be open to 
all retailers attending the Guild 
showing as well as other members 
of the shoe and allied industries. The 
conference is designed to pinpoint 
and crystallize the major directions 
in apparel and shoe fashions. 

NSRA’s Shoe Style Committees 
will meet during the same week to 
evaluate trends for fall ’61. 


Traffic Normal, Buying 
Heavy at Seattle Fair 
By ALICE KELLY 


SEATTLE “The mer- 
chants are placing orders early and 
are planning 
spring,” said J. Ray Reid, president- 
elect of the Pacific Northwest Shoe 
Travelers, in characterizing the 
group’s spring show. 


alert 


on a favorable 


Although traffic was about aver- 
age for the time of year, many trav- 
elers said that spring orders were 
strong. Two lines said they had the 
best show to date (these in widely 


varied lines, one a conservative 
house and the other a house which 
includes novel 


tional sellers). 


styles and promo- 

All who were questioned felt that 
the lag noticed in the fall show was 
replaced with buying 

A continuing swing into the na- 
tional men’s style picture was indi- 
cated in male lines. 
sold in children’s, 
caution color-wise in 
shoes. 


tasic styles 
there 


women's 


and was 


Low Stacked Heels— Most 


men’s lines found a way to keep 


wo- 


business up, while men’s travelers 
felt that recent style changes had 
kept their retailers busy and their 
orders coming in. 

Two women's lines said that low 
stacked heels, 8/88 and 10 &s, were 
doing the job for them. Bone and 
patent the big sellers, with 
navy way out of the picture. Pastel 
buying was very cautious and most 
were preferring to take their color 
chances with a light shade of red. 
Color inlay, particularly on 
and pale green—as usual in 
area—were strong. Closed 
were the most popular. 


were 


bone, 
this 


shoes 


Canvas Moves — Canvas lines 
were reported doing well in the new 
nylons in green and gold, in men’s, 
women’s and children’s. The big 
story in children’s canvas was, of 
course, the construction. More was 
said on fabric than styling in these 
lines. 

Patch saddles and back-to-basic 
styles highlighted children’s shoe 
buying. Sharp-toe skimmers featur- 
ing pattern treatments such as 
slashed sides were bought. Cushion 
insole construction was catching on 
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well in the girls’ lines in which it 
was available and in most of the 
casual shoes shown. Italian influ- 
ence and Italian imports were avail- 
able and said to be selling in girls’ 
styling as well as in men’s and 
women’s. 


Men's Trends Catch On— Men's 
travelers seemed very optimistic 
about the response they received at 
the show. Dark green was very 
good; the Guantone stitch, the 
higher heel and the lighter weight 
were “in.” As one traveler put it, 
the style ice has finally melted in 
the Pacific Northwest, and men 
here are joining the of the 
country. 


rest 


Loden green and gold were very 
good in crepe soles in men’s and 
The high vamp and 
the narrower toe were selling for 
boys, but some said the pointed toe 
10 per cent 


boys’ styles. 


would take only about 
of the business 

The elastic back was among the 
slipons so good in pairage that one 
traveler said they accounted for 60- 
70 per cent of the business written 
The punched plug, the grained plug 
and even the white plug were said 
to be comers for the spring and 
summer 

Even men’s had 
lighter weight with improved soles. 


boots gone 


There were 15 new exhibitors in 
the show. 


Ray Reid, 


was elected 


Travelers Elect J. 
Seiby Arch Preserver, 
president of the PNST at the show’s 
business meeting for the travelers. 
W. E. (Bill) Russell of Show-Offs 
and Step Master will become first 
vice-president. 

New board members are: R. P. 
(Dick) Duvall, Joyce; By George, 
Deb Shoes, and G. F. (Gene) Le- 
Roux, Accent. H. E. (Harry) Mc- 
Donald of Acrobat and Cover Girl, 
president of PNST for 1960, will 
become president of the board of 
directors. 


NSI Expands Its Program 

NEW YORK—With an increased 
budget, the National Shoe Institute 
will expand its program of promo- 
tional activities. Plans call for 
newspaper supplements, ROP color, 
fashion shows for television, and 
an inter-industry educational pro- 
gram. 
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Crown’s Goal: $8 Million a Year 


CHICAGO Self-Service 
Stores, Inc., expects to raise its sales 
volume to $8 million annually by the 
end of 1961. Robert L. Wolf, presi- 
dent, said $2 million of the increased 
volume should come _ from 
Crown departments in Midwest su- 
permarkets of the Piggly Wiggly 
chain, and $1 million from new de- 
partments in Consumer Mart of 
America stores. 


Crown 


new 


Crown plans to open family shoe 
departments in 23 additional Piggly 
Wiggly markets in Illinois, lowa and 
Wisconsin by the end of 1961. At 
present eight such departments are 
operating. 

Mr. Wolf said that on the basis of 
his “highly 
nine-month experience in supermar- 
kets, he expects a 1961 net profit of 
$150,000 from the Piggly Wiggly 
operation, 

Referring to the Crown depart- 
ments in CMA stores, Mr. Wolf said 
that while it is difficult to project 
earnings until the departments are 
in actual operation, the ratio of 
earnings to sales should be 14% per 
cent greater than in the Piggly 


company’s successful” 


Wiggly stores. The agreement with 
Consumer Mart of America, Phoe- 
nix-headquartered membership de- 
partment store chain, is the third 
step in a diversification program 
launched last April. 

to CMA 


operations, 


In addition and Piggly 
Wiggly 


July has operated self-service de- 


Crown since 


partments in Neisner Bros.’ variety 


stores. 


Spiked Heels Make Their 
Mark on Jetliner Floors 

SEATTLE—Spiked heels, long a 
topic of controversy because of their 
effects on some flooring, now are ac- 
cused of requiring revisions in the 
construction of the mighty Boeing 
707 jetliner. 

Floors of these planes have been 
made of aluminum honeycomb pan- 
But the spikes proved harmful, 
breaking down the honeycomb edges 
just below the contact surface and 
digging into the panels’ upper sur- 
face. 


els. 


Boeing is meeting the problem by 
designing a new floor. 


Wohl Revises Buying Setu p for Men’s Shoes 


LOUIS 
for Wohl Shoe Co., St. Louis, went 
into effect this month. Milton Frank, 
president of the company, said the 
buying of men’s better-grade shoes 


ST A new buying setup 


for Wohl’s retail division has be- 
come a separate function. 

Charles Cannon, a division man 
for one of Wohl’s retail men’s divi- 
sions, moved into a new position of 
men’s better-grade buyer. 

In announcing the plan, Mr. Frank 
termed it “a further strengthening 
of Wohl’s men’s division, which has 
grown tremendously in volume and 
in number of retail departments dur- 
ing the past several years.” 

Formerly the buying of men’s bet- 
ter-grade and popular price, and chil- 
dren’s better-grade and popular price 
shoes was a consolidated function 
with Jack Nelms as buyer. Now, Mr. 
Nelms will concentrate on men’s 
popular price plus all children’s shoes 
for Wohl-operated departments. 


Mr. Cannon for the past two years 
has merchandised Wohl’s major divi- 
sion of men’s retail departments. 


NRMA Sets Drive Against 
Wage-Hour Law Extension 


NEW YORK—The National Re- 
tail Merchants Assn. will campaign 
to retain the retail exemption in 
future wage-hour legislation. 

The association’s directors ordered 
the drive after an NRMA committee 
reported that the exemption will 
probably face its severest test in the 
Congressional session opening next 
Jan. 4. 

Between now and the convening of 
the 87th Congress, NRMA will em- 
phasize the problem to its members 
and urge them to visit their senators 
and representatives. A _ follow-up 
campaign is planned after Congress 
assembles. 
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Allied Shoe Leaders Predict: 


Industry ‘Boom 


NEW YORK—The half 
of 1961 will usher in a new “boom 
period” for the shoe industry—pos- 
sibly its “most explosive’ ever—in 
the opinion of the Allied Shoe Prod- 
ucts Show’s Advisory Committee. 


second 


‘But the degree of expansion will 
depend on what advantage manu- 
facturers and retailers take of the 
several boom factors already in the 
making,” the committee said. Its 
conclusions were based on a poll of 
shoe market economists 
and merchandising specialists. 


analysts, 


Most of 
rapidly 


A Growing Economy 
these experts pointed to 
growing population and disposable 
income, plus a strong pickup in 
employment—all of which are ex- 
pected to reach new peaks by mid- 
1961. These will be primary forces 
in another cycle of shoe production 
and sales upsurge, the committee 
said. 

Population will reach 184 to 185 
the coming 
disposable income 
expand 5 cent, the advisory 
group noted. On this 1961 
shoe output could reach a minimum 


million in year, and 


consumer will 
per 
basis, 


of 640 million pairs, a new record. If 


’ Due by Late *61 


the industry succeeds in raising per 
capita consumption to the 1959 
level of 3.57 pairs, then shoe pro- 
duction 660 million 
pairs. 


could reach 


Can't Sit Back—‘“But neither of 
these goals can be reached by mere 
dependence upon expanding popu- 
lation and consumer spending,” the 
committee cautioned. “Shoe 
sumption is no longer a replace- 
ment process but is spurred by de- 


con- 


sire and impulse buying, stimulated 
largely by new and changing fash- 
ion trends. This indicates clearly 
that the ‘Tools of Fashion’ hold 
powerful influence on the course of 
shoe sales in 1961.” 

(The Allied Products Show 
adopted “Tools of Fashion” 
theme of its Dec. 10-13 showing in 
the New York Trade Show Bldg 
Lines for use in fall '61 shoes will 
be displayed. 


has 
as the 


“Since no startling style changes 
are foreseen for shoes in 1961,” the 
committee said, “it becomes doubly 
important for manufacturers to 
give their fall 
look, or risk having them lose iden- 
tification.” 


lines a distinctive 





Green Names Treasurer, Vice-President 


Martin M. Landay has been elected treas- 
urer of the Green Shoe Manufacturing Co., 
Boston. A veteran of more than 30 years 
with Green, he previously served as vice- 
president. He is also a company director. 
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Sumner M. Gerstein has been named vice- 
president of Green Shoe. He will continue 
as the company’s sales manager and will also 
serve on the board of directors. Mr. Ger- 
stein has been with the firm 15 years. 


New L. B. Evans Factory 
Is Opened in Hampden, Me. 

WAKEFIELD, MASS. —L. B 
Evans’ Son Co. has opened a 20,000- 
sq.-ft. plant in Hampden, Me., to 
serve as a feeder operation for its 
main factory in Wakefield 

The division, the 
Evans-Hampden Shoe Corp., was de- 
signed to turn out 1,000 pairs a day 


new called 


This production, coupled with that of 
the main factory, will 
output to 6,000 pairs of men’s slip- 


raise daily 


pers and casuals. 
in formal 


at 


Taking part 
ceremonies 
Maine's Governor, Reed, 
and company and officials 
Harvey B. Evans, president of the 
firm, announced plans to supplement 
the present Evans slipper line with 


opening 
Hampden were 
John H 


town 


additional styles in a wider 
range. He said the new 
constructed that it can be easily ex- 


panded if conditions warrant. 


price 
plant is 


a0 


Evans is the country’s oldest pro- 
of men’s slippers. Founded 
early in the 1800s, the 
now in the hands of the fifth gener- 
ation of the Evans familys 


ducer 
business is 


Product Line Increases, 


Barbour Changes Name 
BROCKTON, MASS.—To reflect 


its widened variety of products, the 
has changed 


3arbour Corp., ac- 


Barbour Welting Co 
its name to the 


cording to Francis L. Shea, presi- 
dent. 

The company, established in 1892 
to make rands, was first known as 
the Brockton Rand Co. This 
was changed to the Barbour Welt- 
ing Co. in 1923, for that time 
the company had become a leading 
manufacturer of fine leather welt- 
ing. 

“Today,” 


are 


name 


by 


points out, 
leather 


waist 


Mr. Shea 
manufacturing 

products including welting, 
belt leather, leather 


leather handbags.” 


“we 


linings and 


Weaver Is SWE Speaker 

NEW YORK—Miss Bittan Val- 
berg, internationally known design- 
er-weaver, speaks Nov. 17 at a cof- 
fee hour of Shoe Women Executives 
in the conference room of Lord 
and Taylor, New York. 
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BROWN 
@LIVE 


IS THE COLOR 


Lili Clyge 


IS THE QUALITY 








For the new season, Edwin Clapp 
introduces Brown Olive . .. a loden 
brown ... with the warm glint of 
the Mediterranean sun glowing in 
the leather. The perfect color for 
Fall .. . and a color which lends it- 
self to dynamic promotion at retail. 
Another reason why Edwin Clapp 
leads in fashion . .. as well as in 


quality. 


| 
| 
| 
| 
i 


Style TA 39 
Brown Olive Soft 
Grain Slip-On 
TA09 In Dressy 
Black with 


Red Lining 


Style TA 36 
Brown Olive Soft 
Grain 4-Eyelet Tie 

TA06 — Also 

In Black 


IN-STOCK Write for Catalog 


EDWIN CLAPP & SON, INC. 
East Weymouth, Massachusetts 





RIGHT ON TARGET 





BILTRITE NURON-CREPE 

The cushiony sole smartly suited to a variety of styles. Ultra- 
light, comfortable, in the latest fashion colors. Also available 
in ribbed design. In assembled soles and uniform sheets. 


TRU-GLIDE ZEPHYR 

Amazingly light sole saves as much as half a pound of weight 
per pair of shoes. Unique Tru-Glide action provides “walking 
on air comfort, healthful support and long wear. Men's and 


women's molded soles. 


Soft comfort, remarkable durability, and practically weightless. 
Ideal for slippers, scuffs, beachwear. Won't absorb moisture. 
The newest colors, in uniform sheets with waffle, crepe, or 
smooth suede design. 


NURON-CREPE WAVE DESIGN 

The world's largest selling cushion soles. Smart design for safer 
footing. Super comfortable and long wearing. In assembled 
soles for men's and boys’ with flat tread or spring heel. 





LES APPEAL! 


a 


} 








BILTRITE 


CELLULAR 
SOLINGS 











Choose Biltrite Cellular Soling and you profit 
from the bottom up! 


Feather-light, color-right, if it's Biltrite, it's 
developed to serve you best. Cushion comfort 


plus long wear help add up to a smart sales story! 


SALES APPEAL by BILTRITE — that's your key 


to increased sales with cellular soling. 


FROM THE WORLD'S LARGEST PRODUCER OF SHOE SOLING MATERIALS 


/ BILTRITE 


HEELS AND SOLES 


AMERICAN BILTRITE RUBBER CO. 
CHELSEA 50, MASS. 
Warehouses: 4464 District Boulevard, Los Angeles — 1010 Gratiot Street, St. Louis 
in Canada: American Biltrite Rubber Co. (Canada) Ltd. Sherbrooke, Que 





203 Arlington Street 


SUBSIDIARIES: Beckwith Mfg Co., of Wisconsin 


tory Plast 


T. Wingfield, Lre 


cs Co 


d 


Hudson, Mass 


Ay 


The Geo. A. Springmeier 
klond, New Zealond 


Co. ¢ 


a 


c 


ncinn 
shin & Miller Pry. itd 


Mu 


Sofety Box Toe Compony. Bostor 


ati, Ohio 


ELASTOE is a new soft box toe 
primarily designed for double and triple 
needle point shoes. It is easy to last, 
wipes in without fight at the bedlasting 
and your lasts can be pulled 


machine... 
quickly. Elastoe faithfully reproduces 


and retains the crown of the last and 
yet has the resiliency that is so impor- 
tant to every good shoemaker. The qual- 
ities of Elastoe are truly hard to believe 
until you see it in operation in your own 


factory. 


Beckwith are the manufacturers of the 
famous quality line of the rmoplastic iy 
solve nt-ae tivated and sott ( type how 


tor Ss. 





OF COURSE 
BVEELE— 


HAS TAPER TOE 
IN FABRICS, 


AND BRUSHED 


OXFORDS 
CORDUROYS 


NYLON, 


AND NEW WOMEN’S 


1.4.7 Bee 
U 


You can 


0 E 


count 


on Bewus. 


quality 

style. 

livery 
late 


fall. 


: Women's 
Corduroy 
Oxford 


Women’s 
Brushed 
Nylon 
Oxford 


Amirican mode by 


American Craftsmen 


See the 

NATIONAL TRANSPARENT PLASTICS 
DIVISION line of Plastic Rain Wear at the 
Hotel New Yorker, New Orleans Room, 
during the PPSSA 


New York 

PPSSA 

Hotel New Yorker 

New Orleans Room 

Lower Lobby - Front Section 
Nov. 27 - Dec. 1 


November |5, 1960 


and 


De- 


Women’s 
Fabric 
Casual 


Women’s 
Fabric 
Oxford 


All made in a variety of popular 
colors. Washable and tubable. 


THE 


Sorwruss. RUBBER CoO. 


General Office and Factory, Rock Island, til. 
Brench Office and Werehovuse, 330 Broadway N. Y., N. Y. 


29 





Frank Gifford 


lays it on the line: 





“Waterproof boots of 
SYL-MER treated leather 


formerly Syifiex 


really keep your feet dry! 


“I've learned a leather boot can’t be waterproof without two things: 


1. SYL-MER* treatment for water-repellency plus 
free-breathing comfort, and 


2. Watertight construction, with all seams sealed against leakage.” 


That’s how it’s being told to millions of consumers by Frank Gifford, 
sportsman and star pro halfback, through Fall issues of some of the 
country’s most influential publications. To get your share of the 
expanding — and increasingly selective — market for waterproof 
leather boots, be sure the brands you feature meet these essential 
requirements. 


Remember, Syl-mer not only makes leather water-repellent but keeps 
it soft and flexible even after repeated wetting; keeps feet not only 
dry but comfortably dry. It’s delivered solid sales performance to 
hundreds of retailers, outstanding use performance to thousands of 
their customers. Ask your resources for waterproof boots of Syl-met 
treated leather, identified by the Syl-mer hangtag. 











DOW CORNING CORPORATION, MIDLAND, MICHIGAN. 
*T.M. Dow Corning Corporation 








wi 2/7 @) 24 Be 


BILLUISTIRATI 


i SUNN Wicon AMP wy 


Boot and Shoe Recorder 





See them at the PPSSA— 


WATERPROOF BOOTS OF 
SYL-MER TREATED LEATHER 


> ‘ had 
’ ] 











Retriever >} 




















SEE FOR 
YOURSELF 
HOW BOOTS 
OF SYLMER 
TREATED 
LEATHER 
WITHSTAND 
FLEXING 
UNDER WATER 



































Additional styles are being shown by: 
H. H. Brown Shoe Co., inc. 

Dunham Brothers Company 

Georgia Shoe Mfg. Co., Inc. 





DOW CORNING CORPORATION, MIDLAND, MICHIGAN 
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Georgia Shoe’s Famous Falcon and Aquaduck 
have what it takes to make it BETTER! 








New 2293. Men's Weilington, full-grained 
giove leather, special fitted pattern; fully 
leather lined; white Neoprene sole and 
heel. Price $6.75. Available in boys’ sizes 
—$5.25 


287. Eight-inch Aquaduck of waterproof 
leather; soft, meliow cowhide lining; moc- 
casin toe, Neoprene weit, brown Neoprene 
wedge sole. Price $8.90. 


271401. Eight-inch insulated boot; combi- 
nation tanned brown analine leather; 
cream cowhide lining; special foam in- 
sulation; moccasin toe; white Neoprene 
wedge sole; Neoprene welt; cowhide laces. 
Price $7.75. 


2245. Eight-inch double tanned of spe- 
cially treated leather with foam insula- 
tion; cream cowhide lined with pigskin- 
covered cushion insole. Neoprene welts; 
Neoprene oil-resistant soles and heels. 
Price $7.75. 


2249. Rugged, supple Spice Tan glove 
leather with leather-lined quarters; pig- 
skin-covered insoles, Neoprene welts and 
leather-lined tongues; Neoprene wedge 
soles. Price $5.25. 


#257. Six-inch sport shoe of soft Spice 
Tan glove leather. Rolled top, pigskin- 
covered cushion insole; Neoprene welts 
and thick Neoprene soles. Price $5.25. 








At Georgia Shoe we have one basic philosophy—we’ll make a 
profit by helping our dealer make a BIGGER profit ...s0 we 
build the line...and price it...to help you sell more and 
make more! 


To help you SELL more... Process 82...our exclusive 
process that actually makes Aquaduck boots waterproof... not 
water-resistant or water-tight... but waterproof. Every pair has 
built-in comfort ...a lightness and flexibility your customer feels 
the minute he tries them on... yet they’re made for years of 
rugged wear. 


To help you MAKE more... Famous Falcon and Aqua- 
duck, even with more quality features, do sell for less. Your cus- 
tomer gets a bigger value, yet you get a higher markup. (Just 
compare prices. ) 

To help you sell faster... They're presold to your cus- 
tomer with consistent and dominant advertising in True, Outdoor 
Life, Field & Stream and Sports Afield. 


See the new 1961 Georgia line...new quality features, 
new and better value, and dramatic new styling. 
See them at the Popular Price Shoe Show of America, 
Nov. 27-Dec. 6, HOTEL NEW YORKER, Rooms 611 and 612. 


“urGEORGIAS 


SHOE MANUFACTURING Co., Inc. 


Flowery Branch, Georgia 


“WORLD'S LARGEST MANUFACTURER OF MEN’S AND BOYS’ BOOTS” 
... that’s not a siogan—it's a fact! 
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Converse 


Don’t miss the complete line of 
Casuals, Coolettes and other canvas 
and rubber footwear at the PPSSA 
in the New Yorker, Room 1429 


CONVERSE RUBBER COMPANY - MALDEN 48, MASSACHUSETTS 


Chicago Branch: 2000 Mannheim Road, Melrose Park, Ill. + 100 Freeway Blod., So. San Francisco + 241 Church St., New York 13,N.Y. 
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@ The Federal Trade Commission has ruled that a good-will 
donation from a manufacturer to a retailer is legal. 


® The Small Business Administration will now 
lend money to build shopping center space 
exclusively for small merchants. 


@® The FTC is asking for a 50 per cent increase 
in its budget. With this money it could greatly 
increase the number of its suits. 


GEORGE H. BAKER 


Baker Reporting from WASHINGTON 





A one-shot contribution or good-will donation from a manufacturer to 
a retailer is entirely legal, the Federal Trade Commission has ruled. 

An FTC hearing examiner earlier had decided that a supplier (Yakima 
Fruit & Cold Storage) violated the Robinson-Patman Act when it made 
promotional payments to a merchant (J. Weingarten, Inc., of Houston). 
The examiner held that the law prevents a supplier from making promo- 
tional allowances to a customer without making the same allowances avail- 
able to all customers. 

However, the FTC overruled its examiner, saying there was no sub- 
stantial evidence that the promotion money was expected to be used in 
promoting the supplier’s products. (In the case under discussion, the sup- 
plier made separate payments of $192.50 and $100 in connection with the 
dealer's anniversary sales.) 

This decision could open the door for renewed pressure from merchants 
to get their suppliers to make good-will donations in connection with special 
sales, or to pay for congratulatory advertisements playing up the locai 
merchants. 


The government has made it easier for small merchants to rent space 
in shopping centers. 

The Small Business Administration says it will now lend money to local 
development companies that will build shopping center space exclusively 
for small merchants. 

SBA says it is aware that independents and small retailers find it 
difficult to rent space in shopping centers. The owners prefer to lease to 
chains. Purpose of the new government move is to permit small firms to 
share in the growth of shopping centers. 

How it works: SBA will lend money to local development companies. 
These are defined as firms principally composed and controlled by local 
persons residing or doing business in the locality, with the primary objec- 
tive of benefiting their communities by increasing employment, payrolls, 
volume of sales and other similar factors, rather than profits. Local persons 
must make up at least 75 per cent of the ownership of each development 
company. The development company then proceeds to erect shopping center 
space that will be rented exclusively to small retailers, not to chains. 


The Federal Trade Commission intends to fight hard for a whopping 
50 per cent increase in its budget for the new fiscal year. If it gets this 
much, or even a part of it, we can expect a sharp rise in the number of 
suits attacking some merchandising practices. 

This year, the FTC asked the Congress for $7.6 million. It got $7.5, 
only slightly less than it hoped for and substantially higher than the $6.8 
million alloted it in the previous 12-month period. Almost all of the extra 
money is being spent to ferret out illegal pricing, such as advertising 
allowances made only to certain customers—a common wrongdoing. 

FTC intends to tell the new Congress: We caught an eye-opening 
number of sinners on just a little more investigation money; just think 
what we can do with 50 per cent more money! 
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@ The government will not increase tariff rates 
on imported feoetwear unless the imports are 
actually being sold at less than their value. 


Report from 
® The American Retail Federation suggests that 


WASHINGTON Sccccnece ee 





Outlook: FTC will get some, but not all, of the extra money being 
asked. A new budget of about $10 million, as compared with this year’s 
$7.5 million, is likely. 


The U. S. Tariff Commission reported that Czech bicycles are being 
dumped (sold at less than fair value) in the United States. As a result, a 
so-called “dumping duty” has been added to the tariff on Czech bikes 

It’s one of the few instances where the Tariff Commission has recom 
mended higher tariffs on imported goods. Thus it appears that the govern- 
ment will not take any action to increase the rates on imported footwear 
unless it can be shown that the imported merchandise is actually being sold 
at less than its value. 


Retailers who think a national shoe labeling law would be a good thing 
should take another look. A label law could backfire on some of the very 
merchants who are saying, “Let it come.” 

The American Retail Federation advises: “Even if a real case can be 
made out for customer protection by mandatory labeling, retailers should 
be certain that they are not required to bear the brunt of it.” 

ARF’s James Michaux points out that laws already on the books permit 
the Federal Trade Commission to require labeling, if a failure to label is 
held to be deception. 

“If a manufacturer places a false or misleading label on any piece of 
merchandise which is sold in commerce, the FTC now has the right to 
make him stop the practice or correct the label,” Mr. Michaux notes 
“However, the Commission’s authority to force a manufacturer to put a 
label on his products when the manufacturer does not want to is much more 
limited.” 

In discussing the outlook for a shoe labeling law, Mr. Michaux states: 

“The complaint some congressmen have against the shoe industry seems 
to be that a customer buys shoes that look like leather but aren't; or buys 
$2.95 shoes and later discovers that they cannot be resoled as many times 
as a $10.95 pair. 

“Under the present law, the FTC must affirmatively prove that failure 
to label in either of the above situations is contrary to the public interest 
before a given manufacturer can be required to tell customers that shoe 
covering isn’t leather (even though it may be more durable), or that cheap 
shoes cannot be resoled as often as more expensive shoes. 

“Labeling laws are occasionally pushed by forces which believe that 
labeling laws either give them a competitive advantage or protect them 
from competition,” Mr. Michaux notes. 

“The lines for and against labeling bills are not always clearly drawn,” 
he concludes. “Nor is it always easy to ferret out the real reasons behind 
pressure for mandatory labeling.” 


The 1961 battle over whether or not merchants should be regulated by 
Washington in wage matters has already begun, the American Retail 
Federation warns. 

“There is no truce in this battle,”” ARF declares. The Federation warns 
retailers to start firing their arguments against control by Washington 
now, not next year. 

“If the retailers of Main Street wait until 1961, when bills to extend 
the federal wage-hour law to retailing are introduced and are being con- 

(CONTINUED ON PAGE 73) 
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NYLOVEL cotors — A BIG WHEEL IN SHOE PAIRAGE 


30 beautiful colors, including 9 exclusive additions for 1961! 


Insist on the NyloVel tag which identifies MARTIN quality velvet. 








SALES AGENTS: SHAIN & CO. Besten MANSKE & CO. St. Louis 
MARTIN MILLS: U.S.A., France, England, italy, Canada, Mexico, Brazil and Argentina. FABRICS CORPORATION: 48 West 38th St., New Yerk 18, N.Y. 
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“Neoprene soles mean added wear. At Santa Rosa 
we find a constantly growing demand for them.” 


MR. JAMES ELDER, President 
Santa Rosa Shoe Co., inc 
Santa Rosa, California 


Mr. Elder is enthusiastic about neoprene 
soles. “Quality footwear demands the best 
in soles,” he tells us, “and that means neo- 
prene. More and more of our customers 
insist on this rugged soling material... 
for extra wear under toughest conditions 
That's why we ve spec ihed neoprene ever 
since our company was organized.” 


Much of Santa Rosa’s market is made 
up of garage men, oil field and chemical 
workers who need neoprene’s toughness, 
durability and outstanding resistance to 
oil, grease and chemicals under severe 
abrasive conditions. Mr. Elder also ap- 
preciates neoprene’s crack-resistance and 
low temperature flexibility. He concludes: 
“We're convinced that neoprene’s unbeat 
able combination of properties helps 
create strong customer preference for 
Santa Rosa work and safety shoes.” 


Over the years, new types of neoprene 
and improvements in existing types have 
kept it the longest wearing resilient soling 
material available. All leading shoe manu- 
facturers specify neoprene .. . rely on its 
well-known quality reputation to insure 
customer satisfaction. Specify neoprene 
for soles and heels on your work and safety 
shoes and put its selling power to work for 
you. E. I. du Pont de Nemours & Co. 
(Inc.), Elastomer Chemicals Department 
BS-11, Wilmington 98, Delaware. 


NEOPRENE 


SYNTHETIC RUBBER 


86. & 5. vat. OFF 


Better Things for Better Living . . . through Chemistry 


Boot and Shoe Recorder 





WATERTITE § 
to See Rubber Gaiter @ 
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Protective 
Footwear 


“CONVAIR 
Vinyl Gaiter 


CITATION 
Nylon Gaiter 


STORMAID 
Vinyl! Gaiter 


See us at the Hotel Statler 


P. F.S.3. A. 
NOV. 27—DEC. 1 
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20,000 DOCTOR'S 
CAN'T BE WRONG ABOUT 


REINFORCED 
COUNTER 


Booklet on 

FACTS ABOUT 
VULCANIZED 
CANVAS FOOTWEAR” 
Available on Request 


20,000 doctors can't be wrong about the 
Randy* Pedic Canvas Footwear. Because 
ONLY Randy® Pedics are designed with a 
specially constructed reinforced counter... 
ONLY Randy® Pedics have a Spring Steel 
Shank for Better Foot Comfort . . . ONLY 
Randy” Pedics have the specially constructed 
Randy Arch Cushioned insole and Sponge 
Heel Pad .. . and ONLY Randy® Pedics 
are APPROVED BY THE NATIONAL FOOT 
HEALTH COUNCIL. 


‘PEDICS 


a division of 


Randolph Manufacturing Co., Inc. 


FOR BETTER FOOT CARE 


Become An Authorized Randy Pedic Dealer— 
Write Randolph Mfg. Co., Inc. 


See Us In the Empire Room—Hotel New Yorker 
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“Soft as a pillow and hand boarded 
for that wanted look in lined or 
unlined fashion shoes for women’. 


FOR YOUR SWATCH BOOK WRITE: 


ARMOUR LEATHER COMPANY 


DIVISION OF ARMOUR AND COMPANY 


tomorrow's tannages today 
SHEBOYGAN, WISCONSIN 


November 15, 1960 





Y 4 4 
fle. tu for 


MEAH 


makes H Higl 
a meaningfu 
part of the 
picture 





MEARS 
Two words that Check these fashion leaders in the 
S £ ig: 2 L BE come to mind when Mears heel line, or for a look at the com- 


shoe manufacturers want “heel appeal” to plete line get in touch with your Mears Heel 
grace their lines. representative. Mears styling centers are 
Mears stylists provide all-encompassing assist- located at Lawrence, Massachusetts and St. 
ance for your own design efforts; answer the Louis, Missouri. 
style trends of tomorrow while they anticipate 

and prepare for next year’s most heel appeal- 

ing fashions. 


What's more, customer satisfaction is yours to Me 


i Lawrence, Mass., St 
have and hold when you make Mears a 


meaningful part of your shoe picture. 


Mears...THE FINEST NAME IN HEEL STYLING AND CRAFTSMANSHIP 
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Look what 
ENDICOTT JOHNSON -. 
is doing to 
springboard 
your children’s 
ra: sales! 


By 1965 there will be 4,700,000 more children between the ages of 5 and 14... 


~~ 


1 


| = © 


and a 35, rise in unit 


sales of children's shoes, according to a recent Endicott Johnson study. But the stork won't just drop 


this business in your lap. You have to go out and get it! Here’s what Endicott Johnson is doing right 


now to help you cash in on the exploding children’s footwear market. 


Endicott Johnson has em- 
barked upon an ambitious 
5-year program based upon 
the most comprehensive 
market survey ever under- 
taken in the shoe industry. 
Today we have a new 
» ‘market oriented’’ man- 
* agement team. A new 
product research labora- 
tory and a new special 
services department. A 
new IBM RAMAC Com- 
puting System to speed delivery of orders. Results 
of these and other Endicott Johnson innovations 
are becoming more apparent every day. Particu- 
larly to retailers planning to tie-in with one or more 
of our volume-boosting promotions for Spring. 


LOOK FOR 
exciting 
innovations 
from E-J 


LOOK FOR a new shoe that gives your store 


‘jump on competition 


Kids have an important voice 
in the choice of their shoes. . 

but Mom has to be satisfied, 
too. Endicott Johnson’s new 
Cushion Soles have ‘‘Trampo- 
line’’* bounce . . . have sure-fire 
appeal for both! They have a 


*Registered trademark, Nissen Trampoline Co 


cushiony sole to give that bouncy feeling that 
children love... plus quality construction fea- 
tures that tell parents they’re getting good value. 
They’re the promotable type of shoes you need to 
the kind of 


merchandising ideas you can look forward to... 


spearhead your children’s business. . . 


from Endicott Johnson. 


What could be more timely than a Trampoline 
promotion? The Trampoline craze is sweeping the 
. and Endicott Johnson has all the tools 
you need to make it pay off for you: window dis- 
plays, counter cards, newspaper mat ads, direct 
mail flyers, radio commercials and the real clincher 

.a Trampoline give-away! Now take a !ook at 


va Takea NEW LOOK at 
ENDICOTT JOHNSON... 


country .. 


increased 
children’s 
shoe sales. 
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Jump for joy in New 


CUSHION SOLES 


ENDICOTT A) JOHNSON 
family name In shoes 


The famous 











ee Sasa ee 


Want to have your store hoppin’ 
with eager young customers? 
wie into this oot new 


“PROMOTION 


for new E-J CUSHION SOLES 





Soon as you hear the catchy radio jingle, Fill out and mail the coupon on the back 
you'll know—this is the children’s shoe page... find out how to tie-in with one 
promotion for Spring '61. You can actu- of the hottest sports that’s ever swept 
ally offer a free Nissen Trampoline tum- the country! 

bling net in a contest that will make your 
store the talk of the town! Interested? 


Bouncing BIG Promotion 
Package... everything 
to help you advertise, 
display, SELL! 
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FREE 
TRAMPOLINE / 
— 





ore! 
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hae Tell everybody it's your 
store for the Trampoline 
promotion! 
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Endicott Johnson Corporation, Dept. B 
Endicott 1, New York 


Have your salesman call with information on Trampo- 
lines and your children's shoe lines for Spring "61. 


Name 

Store 

Address 

City State 


CONSUMER Ss 


SERVICE BUREAU S, 
oF 


+, MAGALINE . 
< 


4 @ 
, « 
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REPEATED BY POPULAR REQUEST! 


€-Jay 
“Do-it-yourself” Display Blocks 


Here’s the most flerible display ever devised. 
Just set up the blocks to build your own point- 


of-sale piece. A real attention-getter . . . avail- 


able only from Endicott Johnson 


envicorTT é.) JOHNSON 
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by JOHN REILLY 


Editorial 





Self-Service Talks Frankly 


OR the first time since its inception ten years 

ago, self-service shoe selling was placed in its 

proper perspective at the recent National Shoe 
Fair. The panels of self-service and service retailers 
conducted by Independent Shoemen at their annual 
meeting and National Shoe Rztailers’ Association at 
its Retailer Conference were not only the most sig- 
nificant events of the Fair, but represent a milestone 
in the history of shoe business. 
of four of the largest and the 
publicized self-service and discount houses 
propounded their philosophies and revealed, for the 
first time we believe, their true operating figures. 


Operators 
widely 


most 


Misinformation Cleared Up 
The net effect of these sessions was a clearing up 
of a amount of confusion and misinformation 
which has been accumulating for the past ten years. 


vast 


The talks, the questions and answers, at the Re- 
tailers’ Conference were particularly important and 
revealing. They showed a growing recognition by 
retailers that there is a vast difference between self- 
selection and stark, naked self-service. We think this 
clarification and the statements by the three expo- 
nents of self-service made at the conference must 
have been reassuring to most service retailers. 


Frank Admission 

We heard none of the “wave of the future” claims 
which have been made so often for self-service in the 
past several years. We heard frank admissions by 
self-service operators that they must face up to many 
of the very problems that confront orthodox retail- 
ers. As a matter of fact, they have a few which are 
peculiar to themselves. Cases in point: excessive 
damage to inventory by rough handling and drastic 
shortages because of pilferage. There were none of 
the fantastic claims of turnover which marked the 
early days of the self-service and discount operators. 
Self-service operations, apparently, now are content 
to settle for about 25 per cent greater turn-over than 
conventional shoe retailers. 

Self-service operations, you may be surprised to 
learn, need a 20 to 30 per cent mark-up, which is 
not too far off the RECORDER median for all stores, 
41.9 per cent. For the self-service stores, volume 
buying produces another one to two per cent. 
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Markdowns, they frankly admit, are a headache. 
No figures were quoted, but the experts agree that 
the “rotten apples” spoil the barrel, and must be 
plucked out fast. Shop-worn shoes are a definite 
problem to self-service operation. There was some 
agreement, too, that locations for self-service stores 
were limited: shopping centers, free-standing stores, 
supermarkets and Locations are 
becoming increasingly difficult to obtain. 

Their rents run from 1% to 2 per cent. Percentage 
deals for good locations run as high as 8 per cent. 
RECORDER median for all types of stores and all loca- 
tions is 4.7 per cent. 

Importantly, a 4.7 per cent rental made “close-to- 
the-vest” buying imperative. 

There was a general disclaimer that self-service 
stores sold damaged goods and seconds as a matter 
of policy. Most of their merchandise is made ex- 
pressly for them. 


suburban areas. 


No Branded Merchandise 
The claims of the pioneer discount house operators 
that they would get branded merchandise, thus far, 
apparently, have not realized. It was frankly 
admitted at the conference that they are not selling 
established, advertised brands. Said 
“WE SIMPLY CAN'T GET 


been 


manufacturers’ 
one of the panelists, 
THEM.” 

Marcus Rice, merchandise manager, shoes and ac- 
cessories, Famous-Barr Company, St. Louis, and key- 
noter of the conference, set the stage for this frank- 
est discussion ever heard on the self-service subject. 
With a provocative opening remark, “Unless we de- 
velop completely automatic coin-in-slot selling, there 
is nothing as important as a good well-trained sales 
force. So, Mr. Independent Retailer, plant your feet 
firmly on the floor, greet your customer by name, give 
her every cooperation and earn her confidence. I 
predict that your business will not suffer.” 

This is the philosophy of service retailing, and as 
long as it prevails, self-service will be contained. It 
is unfortunate that every proponent of service selling 
could not be present to view this Anatomy of Self- 
Service. Had they been present, we think this diag- 
nosis would have been reassuring and stimulating 
to the convictions that most of us hold that shoe 
selling is service selling and will withstand the chal- 
lenge of self-service. 





This is the Luigi pattern, made in one color, as 


well as in combinations of new and delightful Firenze Calf 


This is not a rnudguard type nor is the special 


silk stitching its feature. It is how it is put together. 


This is one of a family of four patterns combining 
the look and feel of accepted imported shoes 


with the superior construction of Heydays. 


This shoe will not be duplicated 


very soon even in appearance. 


HEYDAYS SHOES, INC. 2032 LOCUST STREET * ST. LOUIS 3, MISSOURI 
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OLCe of the | rade 


“Advertising must be used with greater 
efficiency,” says DR. LAWRENCE C., 
LOCKLEY, visiting professor of mar- 
keting, Graduate School of Business of 
“One of the 


contributing reasons for a less-than- 


Columbia University. 
perfect score for advertising,” he says, 
“is that it has been used most when it 
All too often, adver- 


lising budgets are based on a_ per- 


is least needed. 


centage of sales. Thus, when inflation 


thakes 


propriations are 


markets easy, advertising ap- 


automatically in- 
creased, whereas when sales come with 
more difficulty, less advertising is em- 
ployed. We should know enough of 


marketing and sales promotion to 


avoid a mechanical trap of this sort.” 
ROY W. ALLEN, general manager of 
the Vorhes Shoe ( ompany of Colorado 
springs, Colo., feels that a regular 
schedule of advertising can build any 
business, adding not only to sales vol 
ume but to the prestige of the store, 
as well 

“We strongly believe in advertising,” 
three to three 


and a half per cent of our volume to 


he savs, “and devote 
promotion and advertising every year. 
The Sunday ads are two-column spe- 
cials . ‘Shoe News from Vorhes’ in 
which a particular shoe is featured. 
\s many as six of these will appear in 
the society section of the Sunday issue 
every week. We often run men’s shoe 
ads on the sports pages. Sometimes 


the store runs institutional ads, put- 


ting the emphasis on friendliness, per- 
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sonal service. Holiday promotions and 
special sales generally require more 
and larger ads.” 

While most of the advertising is in the 
daily newspapers, he also believes in 
TV. radio and direct mail. 

2 r * 

“If the gals of today, who spend hours 
to achieve the heavy-lidded, shadowed 
eyes, black brows and swirly glued-on 
hairdos only knew what the guys of 
today were thinking. 13 

One guy brave enough to comment i> 
ED TUFFLY, president of Arupp & 
Tuffly’s in “What- 


ever happened to the wholesome-look- 


Houston, Texas. 


he asks and in 


“She 


ing American girl?” 
the same breath answers: isn't 


any more.” Instead, he says, the girls 
. regardless of size or shape . . . all 
want to look like Theda Bara. . . 


their faces painted, hair all swooshed 


with 


over to one side, dresses shortened, 
hats pulled down over their face and 
shoes that turn up at the end. 

“Not a pretty picture; and uncomfort- 
ably true (in many cases) . but we 
think that the majority of 
vals still have that clear, fresh, alive 


A Gal.) 


« o . 


American 
look.” { Signed: 


Small town atmosphere and he loves 
it! “We try to keep our store in the 
atmosphere of a small town shoe 
store.” says PAUL BAUER, manager 
of the Mullen Shoe Store in Green Bay. 
Wis. “In this age of hustle and bustle. 
we take time out to know our custom- 
We 


have been selling to the first and se 


ers and make them feel at home. 


ond generation. We are a family shoe 
that 


per cent of our trade is rural. 


store and would say about 70 
“Our business has tripled in the last 
ten years and we attribute most of it 
to the fact that we try to give the most 


We 


make our displays as visual and acces- 


in friendly service and value. 


sible as we can. An idea that we have 
found to pay off is... we keep spe- 


cials on the tables and racks and we 


BOOT ann SHOE 


RECORDER 


change them often.” 


* oe * 


Explanation for strange behavior? 
HARRY DARVAS of the Foot-so-Port 
Shoe Shop in New York sent us a 
clipping from the October 14th New 
York Herald Tribune which he feels 
should interest all shoe men. We 
quote from the H. T. editorial: 

“Of the many spectacular aspects o/ 
Premier Khrushchev’s United Nations 
matinees, none will live longer in 
theatrical annals than the day he re- 
moved his shoe and waved it in the 
ee 

“One would be interested in knowing 
more about this move of Mr. Khrush- 
Why did he remove his right 
shoe rather than his left? What was 
Will he be willing to con- 


sider a special disarmament debate on 


chev. 
its size? 


shoes, with, cof course, the right of 
inspection and observation 
teed? And in 


prepared to put his best foot forward? 


guaran- 


such a debate, is he 


do not pretend to know 


“We the 
answers to these questions. But we do 
suggest that if Mr. Khrushchev’s shoes 
have been pinching him through the 


U.N. 


explanation at 


session. we may have found the 


last for his strange 
behavior.” 

Harry Darvas feels that although this 
editorial may have been written with 
tongue-in-cheek, it might contain more 
truth than many people realize. “Per- 
haps,” he says, “the way to end the 


cold 


would be to send expert shoe fitters 


war and achieve world peace, 


instead of diplomats to Russia.” 





“The have is 
guessing the weather correctly,” says 


ROBERT McELROY, buyer for the 


women’s shoe department in 


biggest problem we 


Love- 
man’s of Birmingham, Ala., “and with 
any luck in that respect, we look for- 
ward to good increases in sales volume 
in spring 1961.” 

Stylewise, he expects bones and pat- 


ents to continue good . . . with pointed 


g 
toes . . . triple needle more in the pic- 
ture than ever. Lightweight and un- 
lined types will continue to be popu- 
lar. Also lusters in pinks and blues. 
In the casual picture, he looks for 
12/8 stacked heels to be important; 
also the 


casuals. 


lightweight Italian type 


“Informality and a personalized ap- 
proach are essential to a successful 
men’s work shoe business,” says B. W. 
(BIKE) GRAVES, manager of Healy's 
Quality Shoes in Denver, Colo. “I may 
not always remember my customer's 
name, but I seldom forget his face. 
And I can generally put the correct 
shoe on him. You can train yourself 
to remember a man’s shoe require- 
ments, the details of his particular fit- 
ting, the kind of work he does. Of 
course, we also keep a file of every 
pair of shoes sold, the man’s name and 
his size. 

“In our type of business, it is impor- 
tant to make the 
There is no stiffness of ap- 


customer feel at 
home. 
proach when the workman comes in 

. often, he is wearing jeans or a 
work uniform. I generally wear a 
sport shirt rather than more formal 
attire. This tends to put the customer 


at his ease.” 


“People who buy shoes in our shop 
must have confidence in us,” says 
EDWARD LA BINE, manager of 
Endicott-Johnson Shoes in the La Bine 
Shoe Service Shop in De Pere, Wis. 
He emphasizes: “I wouldn’t sell a cus- 
tomer a pair of shoes if, eventually, | 
couldn’t repair them well. We are a 
family shoe shop and although we do 
not carry hard-to-get sizes and widths 
we can still take care of our customers 
when that 
order the shoes (generally through 


need arises. We special 
catalog) from our resources. 
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Profile.... 


by ESTELLE G. ANDERSON 





SIDNEY SPIEGEL 


66 AKE for the masses and you live with the classes.” That's the 
old saw that has been around for a long time. It’s a truism, 
no doubt; but as far as Sidney Spiegel is concerned, he not 

only makes for the masses but he also lives with them. He enjoys people. 

Wants to be part of them; to know what makes them click; what makes 

them happy. He is cognizant of human vagaries and tries to compensate 

wherever he can. 
With these facts established as the base, he is in the right spot 
president of the Bruce Shoe Company of Biddeford, Maine; and doing 

the right job . 


Sidney Spiegel graduated from Boston University’s Law School in 1932 


. . producing women’s shoes in the popular price brackets. 


and practiced law until 1934, when he decided to give it up and go to work 
for Consolidated National Shoe Company. When we asked him why he 
took this drastic step, he answered very simply: “I found it important to eat 
three meals a day. Then, too, the firm | worked for was nothing more than 
a glorified collection agency and I felt I was living off others every time 
I had to go out and hound the people for money. I felt stifled and decided 
to get out.” 

At Consolidated, he worked hard to learn all he could about shoes and 
soon proved that he had a flair for them. After a short eight months, Jimmy 
Shapiro (of Consolidated) put him in charge of a factory. Just told him 
to go ahead and run it. 

Speaking of flair, his next job was with Mutual Shoe Company, when 
that company was formed in "41. He even coined the name FOOT FLAIRS. 
He stayed with Mutual for nine years. 

Then, in 1950, together with Bruce Lunder (whose father bought a 
shoe factory in Biddeford, Maine) they formed a new corporation. Called 
it the Bruce Shoe Company and they were “in business” . . . making women’s 
shoes. Sidney Spiegel is strictly a volume shoe man and he is president. 
Bruce Lunder, his partner, is a very bright, capable, astute young man 
whose mind just naturally inclines towards shoe factories. He is general 
manager of the factory. Paul Spiegel (Sidney’s son) came into the business 

(CONTINUED ON PAGE 70) 
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Paired here is an idea which suggests new potentials in mer- 
chandising and promotion. Here are two distinct stylings which 
yet lend themselves to set presentation. Both are casuals. Both 
show the trend to supple, softer tannage with lightly textured 
surface. Both have details which give them, in a sense, a fam- 


ily resemblance. 


The fully lined, two eyelet blucher with its hand laced front 
is a refined treatment of a detail which is echoed in the bold 


slashed and stitched slipon. Both show new toe slimness. The 


House of Crosby Square. 




















Sub-teens and Teens 


You retailers know all these prob- But remember that you have the job 
lems and more besides. This is not of selling her correct fit and styles. 
a market that can be set down in While you are well aware of the 
certain terms of ages and sizes. problems in selling these girls, you 
Some of the young teenagers, 15, 16 are certainly also cognizant of the 
or even 14 years old are young potentialities of this rapidly expand- 
women, just as some girls in the 10- ing market. You know that making 
to-14 group are teenagers, not sub- good customers of these girls will 
teens. Never forget the main point, ensure their continued patronage, so 
every girl wants to grow up, wants that in time they will bring their 
to be considered older than she is. own children into your store. 

In the meantime, you will look at 

by ELEANOR M. RUTTY your sub-teen customers with two 
kinds of shoes in mind: the ones 

that mother buys for school and 

general wear and the other pair that 

you will show these young customers 

because they point to their growing 


fbove: Smart buckle stepin 
on shaped stacked heel. A 
Craddock-Terry Kyaks. 


Right: “Oubidou.” French 
term for sweater, attractive 
fringe tongue pump. Sandler // 
of Boston. a 


Pe 
va 


fbove: Sophisticated in- 
step strap on shaped 
“little” heel. Cobblers. 


“ . Right: Moc vamp with 
ie . interesting slashed strap, 
ibove: Another shaped heel “~ NO stacked heel. Edith Henry 

on smart unlined rising . Shoe. 

tongue pump. Ed White Ju- 


nior. 


Vo easy definition of a teen- 
ager has yet been found. The 
maturity, more than the age, 
m ° Right: “Italiano.” 
determines whether she is smart depin with eae 3 
l 1 rising tongue, gen- | Sma i a tylerSen: » and the fact that they 
a teenager or a young lady. alte geet taka. fit? “2M emesinning to grow up. 
In the 10-to-]4 group there ‘g PUA Geren the same way, you cater to the 


. ° 4 . A" 4s ; 
can be a wide margin of é‘ “gg xs? “eveloping tastes of the older girl, 


. - the teenager, with a good stock of 
iujjerence. . Ss « ee . 
d ff rwe And some 15 or styles in “Little” heel shoes. Flats 


16-year old teens are young Pe o fom to her are for school and casual 
women in their tastes. ~~ wear, not dress or daytime tailored. 
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Fast Growing Market... 


Shorter, slimmer hosiery being made as sub-teen and teenage stock- 
ings belongs in any age group where these proportions fit the wearer. 


Hosiery mills have become in- 
creasingly aware these past two or 
three of the fact that teen- 
agers, or more often sub-teens, can 
bring in and increasing busi- 
ness. The desire for nylon stockings 
with their bib-and- 
tuckers can begin as early as ten 
years of age, we have learned. 
While our first reaction may be one 
of consternation, thoughts 
are different. Our first thought was 
to say, “Aren't there any little girls 
left in the world?” Then two points 
stopped us in our resistance to what 


years 
new 


to wear best 


second 


may be called “progress.” One was 
the realization of the uselessness of 
such an attitude. The other was the 
that a wide-awake 
tailer gave us. Little girls who be- 
gin to wear nylon stockings are get- 
ting ready to be taught the elements 
of good grooming, And 


this is a very good point for all of 


idea woman re- 


she said. 


us to consider. With her hosiery as 
a starting point, it is probable that 
she can learn to take pride in her 
appearance. 

The 


usually 


of 14 


women's 


teenager and on can 


wear proportions, 


although here again everything de- 


pends on the size and development of 
the individual girl. We should note 
that some mature women 
pleased to have a stocking that fits 
a slim, short leg. For the well-de- 
veloped teenager, a number of ho- 


are very 


siery mills are making proportions 








th 


exactly like the women’s. The dif- 
ference slightly heavier 
stocking instead of 15 
denier—and a slightly lower price— 
$1.35 instead of $1.50 at the 
hosiery counter. And then, of course, 


lies in a 


say 20 


say 


there is the special teenage packag- 








The box for “Miss Hanes” 


in a balloon gondola with shapely legs the focus of attention. 
stockings in this packaging for Footlets 
Landenberger, a firm 


points up the idea of “Deb You” 
junior miss stockings from J. i. 
hose for the past 11 years. 





“s 
» wih 


\\ins 


a ams 





_ 








Triumph Hosiery’s box for their junior miss, “Slim Lims,” again features a 
slim young girl with strikingly posed legs. Trimfit’s packaging shows another 
glamorous young miss with pretty slim legs. It bears the description: “Created 


for the young sophisticate.” 
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seamless stockings shows a teenage belle floating 


1 beautiful rose 


making this kind of 


ing. This is an important element, 
retailers tell us, in promoting this 
hose. 

” Prices go considerably below $1.35 
in many of these stockings. Manu- 
representatives have 
What do they 
these 


facturers’ 
quoted as low as 99¢. 
like in 


conscious 


construction, style- 


girls? Seamless is uni- 
versally in demand. Many want mesh 
seamless. stretch. The 


mills are not, in the great majority 


Some want 
of instances, putting in a full line of 
colors. Two, three or four is usual, 
with two popular. Shoe stores, shoe 
chains, little hosiery shops, depart- 
ment stores are all carrying this new 
hosiery. And remember that some 
companies have been making them 
for several years. The idea is as old 
as 11 years and as young as this fall 


season. 
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Trend to Popular Price Shoes 


ORE than 90 per cent of the 

volume industry in 

the United States will be 
on hand at the 25th “Silver Jubilee” 
Popular Price Show of America, No- 
vember 27-December 1, in New York, 
according to Edward Atkins and 
Maxwell Field, co-managers of the 
show. 

The 25th PPSSA is expected to 
play host to over 7500 buyers and 
merchandise managers representing 
the nation’s leading shoe chains, de- 
partment stores, mail order houses 
and independent retailers. The ma- 
jority of these will be prepared to 
make their vital “key buy” of foot- 
wear for spring and summer 1961, 
the co-managers declared. 


shoe 


Vore than 1100 Rooms 
Exhibitors at the “Silver Jubilee” 
PPSSA, sponsored jointly by the Na- 
tional Association of Shoe Chain 
Stores and the New England Shoe 


and Leather Association, will occupy 
more than 1100 display rooms at the 
New Yorker and Sheraton-Atlantic. 

PPSSA, which was first held in 
November 1948 at the Hotel Commo- 
dore in New York, has tripled its 
size in number of exhibitors, buyers 
and retailers registering at the show 
and number of display rooms. 

“We look for the forthcoming 
PPSSA to prove one of the most im- 
portant in its twelve and a half year 
history in aiding both shoe buyers 
and manufacturers with the mer- 
chandising and styling decisions they 
must make for next spring,” the co- 
managers said. “Surveys of volume 
shoe distribution sources made over 
recent weeks indicate that the great 
majority of shoe buyers are planning 
to make important buying decisions 
for spring in late November or early 
December, 1960. The Popular Price 
Shoe Show is timed to fit in with this 
planning.” 


will be 


prices 


Although there little, if 
any, change in for next 
spring, volume retailers and depart- 
ment store buyers will be making 
final decisions on merchandising and 
inventory programs at PPSSA while 
detailing commitments on 
styling and colors of both staple and 
fashion merchandise, Field and At- 
kins said. Most retailers are budget- 


earlier 


ing for spring 1961 sales equal to 
and as five 
their volume of the previous spring 

Retail shoe sales over the country 
have shown an encouraging pick-up 
in recent weeks and this pace is ex- 


much as per cent over 


pected to continue through the re- 
mainder of the year. “Many retailers 
are already operating with normal 
inventories and the trade as a whole 
will be in that position by the end 
of November,” the co-managers 
pointed out. 

In addition to the large number of 
top executives from 


ex helon shoe 





by FRANCIS H. GLEASON 


Neu 


President, 


England Shoe and Leather 


4 ssociation 


Co-Chairman, Popular Price Shoe Show of America 
INETEEN hundred and sixty will be recorded 
as the second greatest production year in the 
history of the shoe industry, with output now 


estimated at 610-615 


million 


pairs. This compares 


with an all-time record high output of 632 million 


pairs in 1959. 


tetail shoe sales volume in 1960, on the other hand, 


will probably set a new record and show gains of 2-5 
per cent in dollar volume. This contrast is made 
possible by very good retail shoe sales totals during 
the first half of this year, plus increased sales of 
foreign and continued reductions in retail 
stocks. 

Last year we produced over 632 million pairs—50 
million pairs above 1958. We must, therefore, temper 
our comparisons of production this year with the 
high volume of ’59. Thus, shoe production for the 
first eight months of this year is down 4.6 per cent 
from a year ago. But better in some 
types of shoes than others. 
shoe output declined seven per cent 
the fall-off in men’s work 

(CONTINUED ON 


shoes 


business is 
For example, men’s dress 
in this period 

totaled 
PAGE 74) 


whereas shoes 
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Draws Buyers to 25th PPSSA 


volume chains and other retail out- 
lets, a record number of department 
store buyers and merchandise man- 
agers will attend the 25th PPSSA. 
This is attributed to the fast-grow- 
ing importance of popular price 
branded shoe lines in upstairs as well 
as budget departments of many lead- 
ing department stores. PPSSA sur- 
veys have found that many depart- 
ment stores are planning increased 
emphasis upon these lines next year 
in order to meet competition from 
other volume distributors. 


Tremendous Variety 

“The tremendous variety of fash- 
ion merchandise available together 
with notable improvement in quality 
the few has 


moted widespread consumer accep- 


over past years pro- 
tance of popular price footwear in 
better department the 
managers city-by-city 


surveys indicate that this trend will 


stores,” co- 


said. “Our 


be more evident than ever during the 
coming year, particularly as major 
department store chains continue to 
expand into shopping centers and 
other branches. We look for depart- 
ment stores, which have seen their 
share of total national shoe business 
decline from 18 per cent to 15 per 
cent in the last 10 years, to spring- 
board their comeback with popular 
price lines.” 

Prominent among the many activi- 
ties of PPSSA “Silver Jubilee” 
Week will be its Industry Breakfast 
held at 8.00 a.m., Monday 
morning, November 28, in the Ter- 
race Room of the Hotel New Yorker. 
Featured speaker at the event will 
be Mort R. Izen of Sears Roebuck 
and Co. The breakfast program will 
also include a fashion preview for 
spring and summer 1961 by Doris 
Weston and Helen Joseph of the 
PPSSA fashion staff. 

Mort R. Izen, featured speaker at 


to be 


the breakfast meeting, is a native of 
Chicago. Mr. Izen has devoted his 
entire career to the business of shoes 
and shoe retailing. In June, 1940, he 
joined Sears Roebuck at the firm’s 
national headquarters in Chicago as 
a buyer of men’s footwear, and in 
1954 was appointed to his present 
position of Supervisor of Shoes and 
tubber Footwear Merchandising. In 
this capacity he directs the com- 
pany’s buying, merchandising 
quality control operations of shoes 
and rubber footwear for the firm’s 
catalog and retail shoe divisions. 
Active in civic af- 
fairs, he has been a vice-president of 
the National of Shoe 
Chain Stores since 1959, and a direc- 
tor of the association since 1955. He 
is co-chairman of the PPSSA Fash- 
ion Executive Committee. He is also 
a Trustee of the National Shoe In- 
stitute, and for years 
member of the National Shoe Retail- 


and 


business and 


Association 


served as a 





by ALFRED L. MORSE 


President, National Association of Shoe Chain Stores 
CoChairman, Popular Price Shoe Show of America 


OLUME shoe retailing has at least two clearly 

marked roads to travel in order to make 1961 

another year of development and progress. One 
road may be described as the continued enhancement 
of quality, styling and service; the other emphasizes 
values accomplished by self-selection and self-service. 
3oth are very much in the picture and there is no 
compulsion on a retail organization to choose between 
the two roads. Whether a company follows both paths 
or either, it will travel through territory that offers 
continually expanding marketing opportunities. 

The recognition by volume shoe retailing that there 
is more than one technique for successful mass dis- 
tribution of footwear is perhaps our most important 
new concept. More than any other factor, it promises 
continuing growth regardless of the short term hills 
and valleys of consumer buying attitudes. The emer- 
gence of limited service and fast turn-over operations 
in shoe retailing is bringing about a more accurate 
understanding of the needs and desires of all shoe 
customers. It is sharpening our definitions of cus- 
tomers and directing us to strengthen our appeals 

(CONTINUED ON PAGE 74) 
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ers men’s fashion committee. Mr. 
Izen has also served as chairman of 
the Chicago area shoe division of the 
1960 American Cancer Society cam- 
paign. 
Show Committees 

The Popular Price Shoe Show of 
America is operated by show com- 
mittees of the two sponsoring asso- 
ciations. Francis H. Gleason of J. F. 
McElwain Company is Chairman for 
the New England Shoe and Leather 
Association, and Alfred L. Morse, 
Morse Shoe Stores, heads the show 
committee of the National Associa- 
tion of Shoe Chain Stores. Other 
members of the Show Committee 
Manuel Alter, A. Freedman & 
Kleven 


are: 
Sons, Inc.; Harry A. 
Shoe Sales Co., Inc.; A. W. Berko- 
witz, Songo Shoe Mfg. Corp.; 
L. Howard Karelis, Allen Shoe Co., 
Inc.; Saul L. Katz, Hubbard Shoe 
Co., Inc.; Myer Saxe, Kesslen Shoe 
Company; Simon Shain, 
Shoe Corp.; James Shapiro, Consoli- 
dated National Shoe Corp.; Sidney 
Spiegel, Bruce Shoe Co., Inc.; C. O. 
Anderson, G. R. Kinney Corp.; Wil- 
liam M. Blackie, Genesco; 
Edison, Edison Brothers 
Inc.; Morton R. Izen, Sears, Roebuck 
and Co.; I. M. Kay, Shoe 
Company; C. Charles Marran, 
Spencer Shoe Corp.; Raymond A. 
Mills, Endicott Johnson Corp.; Jack 
M. Schiff, Shoe Corporation of 
America; Milton Simon, I. Simon 
Company, Inc. 


Pease 
2ass, 


Newbury 


Simon 
Stores, 


serland 


The fashion programs and ser- 
vices of PPSSA are planned and ap- 
proved by Industry Committees that 
are headed by Myer Saxe and M. R. 
Izen. Other members of the Fashion 
Executive Committee are Simon Edi- 
son, Raymond A. Mills, Saul L. Katz, 
Sidney Spiegel. 

Six Shoe Style Committees meet 
twice each year and are responsible 
for the evaluating of style trends in 
their respective categories. The 
membership of these committees fol- 
lows: 

Women’s Dress Shoes 

Emil Alberts, G. R. Kinney Corp., 

Presiding Chairman 


58 


Retailers 


Howard Baer, Endicott Johnson 
Corp. 
Joseph J. 
Daniel D. 
Inc. 
Joseph Friedlander, Miles Shoes 
Morris A. Roebuck 
and Co. 
Milton Radlo, Berland Shoe Co. 
Nathan C. Schieber, Edison Bros. 


Stores, Inc 


Cramer, Wohl Shoe Co. 
Druth, Maling 


Bros., 


Gran, Sears, 


Manufacturers 

Harold D. Ashe, Liberty Shoe Co., 
Inc. 

Harry A. 
Co., Inc. 

M. W. 
Inc. 

Si Capen, Klev-Bro Shoe Co. 

Ben Dorson, Dorson-Fleisher, Inc 
Shoe Co., 


Bass, Kleven Shoe Sales 


Borkum, Radcliffe Shoes, 


Sidney Spiegel, Bruce 
Inc. 
David Stein, Mutual Shoe Co. 


Robert Wodin, Ware Shoe Corp 


Women’s Sports & Welts 


Ben Rosen, National Shoes, Inc 


Chairman 


Retailers 
Jack Joyner, G. R. Kinney Corp 
Stewart Brown, Endicott Johnson 

Corp. 
Barney Lebowitz, Edison Bros 

Stores, Inc. 

Elliot Lubin, Miles Shoes 
George Nacht, Shoe 


America 


Manufacturers 
Charles B. Conn, Jr., 
Div., Brown Shoe Co. 
Saul L. 
Inc. 
Arthur Solar, Dexter Shoe Co. 


Mound City 


Ted Weiss, Weiss Lawrence Shoe 


Mfg. Co. 


Women’s Casuals & Dress Flats 


Allan Foss, Lawrence Maid Foot- 


wear, Inc., Chairman 


Retailers 
Herbert S. 
Stores 


Cohen, Morse 


Corp. of 


Katz, Hubbard Shoe Co., 


Shoe 


MORT R. IZEN 


Featured Breakjast Speaker 


George DeKime, Sears, Roebuck 


and Co, 


Thomas E. Duffy, Spiegel, In 

Frank Lorden, Montgomery Ward 

Stanley W. Norkunas, Melville 
Shoe Corp 

Charles Steen, Wohl Shoe Co 

Ray Zumbro, G. R. Kinney Corp 
Manufacturers 
Albertstein, 


Harry Frolic Foot- 
wear Co. 

Fred Diamant, Desco Shoe Corp 

Joel Glassman, Genesco 

Joseph Miller, Miller Shoes, Im 

Howard Wiseberg, Billie Shoe Co., 
Inc. 

Children’s Shoes 
H. C. Levy, H. O. Toor Shoe Co., 


Chairman 


Retailers 


Henry Berman, National Shoes, 

Inc. 
Philip 

America 
James Royce, Melville Shoe Corp. 
Perry Smolen, Butler’s Shoe Corp. 
Edward Solomon, Gallenkamp 


Stores Co. 


Felger, Shoe Corp of 


(CONTINUED ON PAGE 78) 
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This is the NEW Shape of 


November 15, 


NYLON SUEDE 


1960 


CORDUROY 


CANVAS 


SALES 
POINTER 


Smartness—Stock IT NOW for Pacesetting Profits! 


AVAILABLE IN PLUM, RED, LODEN GREEN, BLACK & HONEY BEIGE 


Here's the smart new shape that’s stepping up sport 
shoe sales—Needile Last leisure shoes styled in three 
fashion fabrics for three times the sales appeal: Nylon 
Suede, Canvas and Corduroy. Folded vamp, crepe 
oR =3- She RaMmeoleRG-loll-Mm- Sale mba eli Mt-toleolalel-mu ol el-tellol alm lal-le)l-smiael-.a-— 
this model the quality leader, too. Your customers will 
ol - Mm lele) diate mh o] mm dal-t-1— = 
leisure shoes the 

year ‘round. Stock 


up now! 


Visit us at the Hotel New Yorker to see the most 
advanced styles in Rubber, Plastic, Canvas and Leather Footwear 


BATA SHOE COMPANY, INC., BELCAMP, MARYLAND 





New! 
*MAGIC-EASE” 


Over 150 styled 


to retail $7.95 to $11.95 
SIZES TO 11, AAA TO EE 
5/8 leather heel. 





Supplement Aims at the Wed-to-Be 


THE T. Arthur Cohen shoe store in Albany, N. Y., 
teamed up with 27 other local merchants in a unique 
promotion designed to attract business from newlyweds. 

The promotion was spearheaded by The Albany 
Knickerbocker News, which prepared an 18-page special 
section devoted exclusively to the event. The newspaper 
secured the cooperation of a soon-to-be-married Albany 
couple, then featured a large photo of the couple on the 
front page of the supplement. 

On the following pages the bride and groom were 
depicted choosing things they would need for their wed- 
ding and new home, from stores in the Albany area. 
Each store took a quarter-page in the special section. 





H junior SHOE 


(vaccey @Rance ) 


A “children's door” beside the adults’ door is a big attraction at 
the Volley Branch of Berg's Junior Shoe Shops, Inc., Spokane, Wash. 





IN STOCK 
STACKED HEELS 
Sizes 4 to 11—Widths AAAA te D 
RETAIL ABOUT 10.95 TO 12.95 


British Classics, Inc. 
146 DUANE STREET, NEW YORK 13, N.Y 
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Fred Kahn 
Mighlights 
Side 
Openings 


© Vamp and side open- 
ings give lightness to fore- 
part of high heel, tapered 
toe pump. Starting top: 
multicolor lattice work 
opens up sides; interest- 
ing side openings in flat 
stacked heel pump, con- 
trasting area sweeping 
from back to throat; wide 
side opening in tailored 
pump. 





® Three shoes across bottom, left to 
right: contrasting color in quarter con- 
tinuing down to toe tip, giving long, 
slender look; more contrasts and 
long slender lines, this time in a ghillie 
effect: 18/8 stacked leather heel on 
asymmetric pump with color contrast. 


a a a co tii 77 ~~, —s. hl 








© FRED KAHN has developed here a variety of ways to open 
the pump and still retain what he considers, as do many others, 
the elegance of the closed toe. He has concentrated his interest 
in these designs on side openings. Unusual variety marks these 
treatments. However, there is a recurring idea in the long lines 
sweeping from the back up into the vamp. 
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Inside Shoe Business 


by BILL ROSSI 





A Way Out of Shoe Labeling 


HERE now appears to be an increasingly good 

chance that a Shoe Labeling Act is going to be 

pushed through Congress. If not in 1961, 
inevitably soon after. 


then 


It will be a stupid, unjustifiable piece of legislation. 
There has been a load of seemingly irrefutable evi- 
dence and argument presented by the industry against 
it. And there will be more of the same forthcoming 
But all of it is destined to be an unavailing voice in 
the wilderness. Why? Because product labeling wears 
the attractive cloak of ‘“consumer-protection legisla- 
tion.”” And congressmen are usually guided more by 
the lure of prospective votes than by common sense. 
This is no cynicism, it’s a primitive truth. 


The Textile Act 

The textile industry is larger than the shoe industry. 
It is now saddled with the Textile Fiber Products Iden- 
tification Act—legislation that went into effect last 
March 1, requiring all textile products to be labeled 
for “consumer protection.” All the king’s horses and 
men within the huge textile industry 
ful lobbying, evidence, logic 
prevent the bill from passing. 


despite power- 
argument 
If shoe labeling legis- 
momentum within Congress, the shoe 
presumptuous to think it can stop it by 
the same means that failed with the textile industry. 

It isn’t a year yet since the textile labeling act came 
into effect. But already 2! 
been printed. 


and couldn't 


lation gathers 
industry is 


» billion labeling tags have 
“identification” for 
farce with such names on tags 
Azlon, Nytril, Metallic, 
Alvyne, Olefin, Acetate, Spandex, Acrilan Acrylic, and 
Verel Modacrylic, to name but a few. 

Reports from merchants all over the country reveal 
that consumers are completely indifferent to the label- 
ing tags. Consumers, instead, want to know about color, 
texture, durability, washability, price, cleaning, shrink- 
age and other such practical information none of 
which is furnished by the labels. Merchants are now 
pleading for a repeal of the textile labeling law. Their 
chances are 


Product consumers 


has already become a 


Glass, Saran, 


as Polyester, 


just about nil for many years to come. 


The Same Dilemma 

And, 
tragically, its current plan is to fight labeling legisla- 
tion in the same manner, 
tools, as the textile industry. 


The shoe industry now faces the same dilernma 


and with the same impotent 
The handwriting of likely 
failure is on the wall. 

Is there a practical way out of this? Yes. 


The 


reason for the proposed legislation in the first 


place is to protect the consumer, via product-content 
materials which permit 
Children’s 


identification, against cheap 


the shoe to disintegrate with wear. shoes 
the though labeling would apply 


to all shoes. 


are primary target 
a form of “police prote 
community or 


Now, legislation is simply 


tion” for the public. However, when a 


institution—or an industry—has its own “police force,” 


second or duplicate force becomes superfluous and 
nnecessary 
What we imply here is clear. The shoe industry, pos- 


ibly through the five major trade associations which 


comprise the National Shoe Institute, should set up its 
Quality Standards Board. It 
draw up minimum specifications and standards for ac- 
These would be 


own Minimum would 


ceptable quality in shoes based upon 


performance values of materials and components, and 


not upon the mere name of a product or material 


{ Simple Symbol 
All shoes meeting such minimum standards o1 
stamped with the identifying “ap- 
As a simple 


speci 
fications would be 
proval” label on the shank of the outsole 
symbol, this would give more assurance and informa- 
tion to the consumer than a whole long list of materials 
label 


manufacturer would still be free to make below 


identification on a 
Any 
standard he would be 


shoes (as under a labeling act 


and any retailer would be free to sell them 
The 


d by 


“seal of approval” label would be nationally pub- 
the National Shoe that 
for it, recognize it, accept it 

eventually that 
shoes find 
The obvious 
upgrading, with benefit to the 


Institute so onsum 
The 


even 


] ’ 
1IC1Z 


ers would look seal 


might become so important the 


makers and sellers of below-standard would 
it advantageous to have it on their shoes 
result would be quality 
entire industry 


In The Public Interest 
relations coup for 
that the 


initiative, established quality stand- 


This could prove a public the in 
dustry. It 


through its 


would clearly signify industry, 
own 
forced to do 
the 


of the unmerciful burden of printing and attaching bil- 


ards in the public interest—-and was not 


so by legislation. It would also relieve industry 


lions of ridiculously useless “identification” labels on 


shoes in years ahead. 
this. The fact that 
the industry announced its decision to go ahead with 


There can be no delay on mere 


such a plan, would do more than anything else to fore 
stall impending shoe labeling legislation. 
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RAVE -RIP 


FOOTWEAR FASHION SCOOP OF THE YEAR! 


SPARKING MANY 
OF THE LEADING 
LINES BEING 


SHOWN AT THE 
You can't afford to miss these PPSSA. 


spectacular 
NEW SHOE STYLES! 
Fabulous collection of “‘slims,” 


“flats,” “Continentals” — fashioned 4s Shoe 


on a zesty, breeze-lite RIPPLE” Sole j i — 
; “ 


L. B. EVANS’ SON 
COMPANY, INC. 


in footwear! Don't miss this collection! . - 
STYLES for MEN and WOMEN AVAILABLE 20% 
LIGHTER! 
EXTRA PROPULSION! 


AND — designed to revolutionize shoe 
selling this Spring! Nothing like it 


If you can't make the show, write: 


BEEBE RUBBER COMPANY. 


NASHUA, NEW HAMPSHIP™ 
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Sidney Shneer feels display windows reflect the char- quality, Mr. Shneer uses a few shoes, artful spacing and 


acter of the store. I. Miller has high-fashion stores with 


simplicity in arrangements. Instead of using stands, Mr. 


better-priced shoes. To convey the feeling of fashion and Shneer suspends shoes on wires. 


Make Passer-By a Shopper 


Simplicity and space—well-planned space—are important in any window 


display at I. Miller & Sons, New York. Shoes properly surrounded by space 


look more precious to the shopper, according to I. Miller's Sidney Shneer. 


HE job of a display window 
turn a into 

a shopper—at least a window 
shopper. 

The window displays of I. Miller 
& Sons, New York, do the job suc- 
cessfully and the 
credited to Sidney Shneer, display 
for the chain of women’s 
high-fashion shoe stores. 

Mr. Shneer is responsible for see- 
ing that about 85 windows a month 
do their job right. That’s how many 
windows he and his seven-man staff 


is to passer-by 


success can be 


director 


fabricate and install in 13 
I. Miller units during the course of 
a month. 

It’s Mr. Shneer’s philosophy that 
the windows should attract lookers 
but that then the merchandise must 
provide the incentives that make the 
shopper a customer. “However,” he 
“embellished 


design, 


said, in good display, 
the merchandise will look its best.” 

In a second floor office-workshop- 
warehouse at 167 W. 46th St., New 
York, Mr. Shneer, Fred Wehmer, 
assistant display manager, and the 


display staff turn ideas and advertis- 
ing themes into good displays. The 
job requires some carpentry, some 
painting, a little pressing and sew- 
ing in to artwork. Mr. 
Shneer sometimes buys already fab- 


addition 


displays and 
for display 


ricated elements for 


hires freelance artists 


artwork. 


Display: Art and Shoes Blended 

Mr. Shneer said, “I feel that win- 
dow display is basically a blend of 
merchandising.” He 


artistry and 


I. Miller’s display manager likes panel-type display win- of panel windows can be used to display a series of in- 


dows. He said he prefers windows about 30 in. up from dividual fashion pictures 
sidewalk level, 38 in. deep and about 5 ft. long. 


A series advertising campaign. 


designed for any particular 
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For one I. Miller color promotion—Spanish purple— 
Mr. Shneer designed this window. It features four pairs 
of purple shoes and some purple accessories against a 


ca 


dress. 


backdrop of a purple polka-dotted Spanish dancer’s 
A Spanish fan adds emphasis to the theme of 
this window at the I. Miller Fifth Avenue store. 


with Distinctive Displays 


said that both facets must be kept 
in mind so that the shoes don’t be- 
come submerged in the art. 

The management of I. Miller not 
only agrees with Mr. Shneer’s defi- 
nition of display, it agrees with his 
interpretations of that blend in the 
have 
Mr. 
Shneer, “management must be aware 
of and appreciate the direction the 
display director and his staff are tak- 


chain’s windows. In order to 


a good display program, said 


ing in the final rendition.” 
The themes for the I. 
dows are set by the advertising pro- 


Miller win- 


gram. Mr. Shneer said that he and 
staff attempt to interpret the 
two-dimensional adver- 
tisements in three dimensional win- 


his 


newspaper 


dow displays and when this is im- 


“In the opinion of most professional displaymen, I. 


possible they design displays which 
complement the advertisements. 
When he presents a theme in a 
display, Mr. Shneer sticks to the 
basic elements. “We don’t go over- 
board with details. The gist of the 
all really need to get 
a promotion across.” I. Miller dis- 
plays are simple. The shopper con- 
centrates on the shoes instead of a 


mass 


idea is you 


of distractive artistic details. 


Space Is Vital Too 


Space too is a vital element in Mr. 
Shneer’s displays. He said some re- 
tailers feel that any space not cov- 
but he 
feels space is as much a part of the 

Mr. Shneer 
shoes in the 


ered by a shoe is wasted, 


display as the shoes. 
minimum of 


uses a 


by CHUCK HOSSACK 


window and arranges them so that 
the space leads the shopper’s eyes 
from one shoe to another. 

“Space makes the merchandise 
seem more precious and important,” 
said Mr. Shneer. 

The most distinctive thing about 
1. Miller windows is the suspension 
of shoes on display wires. By sus- 
pending shoes on wires, Mr. Shneer 
is able to put shoes at different levels 
and angles without using stands or 
tables. He and his staff are masters 
of suspension techniques. 

Mr. Shneer’s 
of harmonious 


Suspension gives 


displays a_ series 
highs and lows which the eye follows 


(CONTINUED ON PAGE 84) 


editor. The pictures shown here are from the files of 


Miller is among the tops in the country for ingeniousness Display World magazine and were entered in that publi- 
in display of women's shoes,” said one display magazine cation’s annual display contest. 
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AMERICA’S 

LEADING 
MANUFACTURERS* 

“a USE 


YEOLA CE. 


THE BORG-WARNER PLASTIC 
THAT IS TOUGH, HARD AND RIGID 


Shoe industry leaders have too much 
at stake to risk using a material they 
can’t trust. These leaders—and many 
others in the industry —are now using 
Cyco.ac for the tall and thin women’s 
shoe heels that fashion has decreed. 

CycoLtac—the ABS plasti¢e from 
Borg-Warner—is being used by more 
and more manufacturers because it 
offers maximum resistance to flexural 
fatigue failure. It also resists shock 
and heat distortion, thus practically 
eliminating breakage. 

If you are not now using CYCOLAC 
write today for information on this 
superior shoe heel material—the plas- 
tic that is setting new standards for 
women’s shoe heels. 





*Names On Request 


MARRON 


MARBON CHEMICAL BW civision BORG-WARNER 


WASHINGTON WEST VIRGINIA 


CHEMICAL 
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There’s No Such Thing 
--- Asa “Country Girl” 


Women in the small towns are as abreast of fashion as those in the 


cities, believes Aaron Kraselsky. He sells style as well as shoes. 


Dothan, 


store, he 


HEN 


41 
Ala., to 


Aaron Kraselsky moved from 
Albany, Ga., 
would fit his 


ing something besides price. 


to open a new 


} 


wanted one that ideas about sell- 
Instead of calling in the store-designing experts, he 


lesigned what he wanted himself. He also did a large 
part of the work, right along with the carpenters. 
Halfway down the length of the store, Mr. Kraselsky 


has placed four chairs on each side. Behind these chairs 


he built storage space in a section that projects out onto 
the floor 


each of these 


Two rows of shelving have been built behind 
projections. In a jiffy salesmen can dash 
behind the curtained door, get what they want and be 


back at the fitting stool. The latest styles are kept in 
these two sections, with the more staple lines at the 
back of the store 

You've got to have a store that breathes fashion and 
quality, Mi 


garish, yet it should have plenty of dignified color and 


Kraselsky says. Such a store should not be 


should harmonize with the type of merchandise being 


offered. He believes his new store does this. 


thove: The Kraselsky {lbany, Ga. was de- 
signed and partly built by the owner. Behind the chairs 
on the right is convenient storage space. Plants on oc- 
casional tables make background for displays. 


store in 


Right; Plant dresses up this pegboard display. Store's 


plants are changed regularly by a nursery. 


by ROBERT H. BROWN 


“We have tried 
efficiency, y and shopping pleasure,” he 
For vears, Mr. Kraselsky operated the store bearing 
his name at Dothan, Ala., with his brother Ralph. They 
pulled customers in from a wide area of south Alabama 
CONTINUED ON PAGE 76) 


to make this store a real model of 


hpeaut Savs. 

















the finishing touch... 


A new version of 
an always 
popular side-gore 
shoe, combining 
style, comfort, 
and fit. 


A suede shoe 
fitted with side- 
gores of match- 
ing suede-finish 
SHUGOR. Patent 
leather trim. 


FAVLORED-10-448 (® 
ipiinnneneneentneineeeeell 


THOMAS TAYLOR 


68 


rs 


& SONS 


{ Kiltie- tongue 

model with 

SHUGOR 

woven in and 

j oul of stripping, 


for decorative 
/ and functional 


purposes. 


COPR. 1960 THOMAS TAYLOR & SONS 


Hudson, Massachusetts 
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Closing the Sale 


a? 
+? 


The productiveness of a salesperson lies in his ability to make the cash register ring. 


HE productiveness of a shoe salesperson lies in 

his ability to “ring the cash register.”” A person 

cannot be said to be capable if he can only lead 
the customer through the beginning steps of the sale 
without carrying it to its natural conclusion. All the 
training in the world is useless if it does not help you 
reach that point where you hear the customer say, “I'll 
take them.” 

There are many reasons why some sales people are 
more successful than others. A careful study will show 
that the capable salesperson has been well indoctrinated 
in: 

. Merchandise information 
Knowledge of the foot 
Knowledge of the different types of customers 
Fashion 
Proper selling techniques 
*, Enthusiasm 
7. Sincerity 
Helpfulness 
*A previous article on closing the sale appeared in the 
Recorder for August 15. 


November 15, 1960 


by SEYMOUR HELFANT 


Manager, Smaller Stores Division, N. R. M. A. 


I. Courtesy and tact 

The ultimate goal of any closing is to make the cus- 
tomer feel she really needs the shoes. A closing made 
in this way will more readily result in a satisfied cus- 
tomer. But this is not the result of haphazard sales- 
manship. It is the natural conclusion of a well planned 
and well executed strategy. It started with the first 
steps of drawing attention and arousing interest. It 
continued to lead to a need by overcoming all possible 
objections that could be raised. It finally led to the 
point where the customer was convinced that she wanted 
the shoes. 

During all this time you must be on the alert so 
that you can tell when it is time to close the sale. You 
must be certain that no question remains unanswered. 
All questions must be taken care of to the satisfaction 
of the customer. Evasion of unanswered questions, 
doubts or objections can be fatal to the sale, for it can 
make the customer lose confidence or feel that you are 

(CONTINUED ON PAGE 80) 
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Style 7670 
Durofiex 9” wa- 
terproof boot. 
Also in 6” and 
10” wuninsuloted 
styles. 
, ie 

1885 . 


*, eer f 


ene we 





Zu IN THIS, OUR DIAMOND JUBILEE YEAR, 
ZF J MORE RETAILERS THAN EVER WILL KNOW WHY 
ITS GOOD BUSINESS TO DO BUSINESS WITH 


THE LEATHER BOOT THATS GUARANTEED 


INSULATED 
pp DREAL ENDL 


DUNHAM'S 
DURAFLEX 


Best waterproof leather 
Dunham's Durofiex selis best, 
it's not only gucranteed waterproof 
(natural 
insulated from 
boot thet gives you more to tell —— more to sell — 
Dunham's Durafiex. 


BRATTLEBORO 


none! 


oble 


boot made — 

too, Sie 
. t's breath- 
leather), and completely 


Order the waterproof 


ever 


Syimer'F 
“top toe toe” 


VERMONT 





Profile: Sidney Spiegel 


CONTINUED FROM PAGE 52 


a short time ago and is learning 
phase of it. Within the past 
eight vears, two additions have been 
made to the factory, they 
make little heel shoes. “My daughter 
was eleven years old at the time we 
bought the factory,” says Sidney, 
“and she wanted little heel shoes. I 
can almost say we grew with her 
from flats to little heels and mid- 
heels .. . little 13/8 heels that people 
need at the $7.00 and $8.00 retail 
I believe we were one of the 


every 


where 


levels. 
first manufacturers to come out with 
the little heel, unlined the 
popular price category. 


shoe in 


5000 Pairs a Day 

“Today, have em- 
ployees and our production adds up 
to 5000 pairs a day; distributed to 
forty accounts. The 
portion, roughly 3600 pairs a 
goes to chain stores, including the 
largest women’s shoe chain in the 
United States, as well as a national- 
ly-known chain in the and a 
leading leased-department store 
operation. The balance goes to a few 


we some 350 


about major 


day, 


east 


70 


Austin 
Orleans, 


individual accounts in 
Dallas, Texas; New La.; 
Norfolk, Va.; Atlanta, and Los 
Angeles, Calif. I call these our pres- 
tige accounts. They don’t buy the 
quantities that the chain stores do, 
they 
gically.” 


and 


Ga.; 


but their orders strate- 


place 


Spiegel is a firm believer 
in chain stores and acknowledges the 


Sidney 


very important position they hold in 
today’s changing concept of retail- 
ing. “Our business lives are tied up 
with the chain stores,” “We 
depend upon them for our existence. 
I think that because of the 
and their theories, 
methods of operation 


he says. 


chain 
policies, 
that the 
shod 

On the basis of popular 


stores 
American public is the best 
the world. 
there is no about 


prices, question 


1 


that. 
The Values in Shoes 

“T think one of the things we have 
yet to accomplish is to make the 
American public more aware of the 
There's 
Especially when you 
cent of all 
the United 
popular price 


values they receive in shoes. 
the challenge! 
realize that about 86 per 
made and sold in 


the 


shoes 


States are in 


brackets 
“As an 


some 


generally under $10.00 
industry, we have made 
that but 


We are still getting 


progress in direction 
it is not enough 
the 


ers 


smallest portion of the consum 


spending dollar when, 
there is the 


today, at 


unques 


tionably, best intrinsik 


value in shoes 
The public 


and more 


any price 
is discovering this more 
each day and is proving it 
by buying from chain stores 
“Retailing has undergone some 
drastic changes since the days of the 
specialty and de 
Now, 
discount houses and roadside 
But these are the ulti- 
mate. Out of this melange must 


surely emerge some new formula of 


itinerant peddlers, 


partment stores. there are 
chains, 


stores. not 


distribution 
bination of the three. 
that 
forego service and fitting 
the 
stores cannot 


It may even be a com- 
But I 
will ever 
By that 
roadside or the self 
afford to give 
it to her at today’s prices 


don't 
believe the consumer 
same token, 


service 


The Demand for Expansion 
“The demand for expansion is so 
that some of the 
family shoe stores have been obliged 


great today even 
to go into roadside store operation 
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They ‘sold’ on the advantages 
of this kind of operation until, 
day, a tremendous shopping center 
opens up a mile or two away and 
then the roadside store is a ‘dead 
pigeon.’ As for the discount houses, 
they do a good job on men's work 
some children’s shoes, flats 
and, of course, sneakers from Japan. 
jut I still maintain that when a 
woman wants a pair of style shoes, 


are 


one 


she eR, 


she has to go into a shoe store. 
"see thing to be aware of 
something and another to do some- 
thing about it. What's the answer’ 
We but believe 
that industry, must pro- 
gress with the times, technologically. 
We must promote our product more 
We 
most important, 


one 


don't know; we do 


we, 48 an 


must educate the consumers and, 
we must have skilled 


they can go a far dis- 
tance. They've had the benefit of 
higher education. They can project 
their thinking into the future and 
come up with ideas that may seem 
revolutionary now but that will 
evolve, when the time is right, to 
make everything work better, faster, 
more efficiently and at a lower 
If, during the next three or 
years, they want to expand and open 
another factory, it will be up to them. 
i'm certain that if they stay within 
the volume category, they will grow, 
the bound to 
ahead. 


tween them, 


cost. 


four 


for chains are move 


{ Bulwark 


“Up to the present time, the indi- 


vidual manufacturers have served a 


very definite purpose. They have 


We can diver- 
when it 
style 


can even get started. 
sify. We are much 
comes to price, manufacturing, 
and product. 
“One thing you may be 
we are at a point where it’s a 
50-50 partnership between retailers 
and their resources. They need each 
other and there must be complete 
honesty, faith and understanding of 
mutual problems. I feel that liaison 
manufacturers and retail- 
ers will increase as time goes on and 
out of it will emerge a better under- 
standing, a better product, better 
and faster styling and policies that 
are more closely attuned to the needs 
of the buying public. 
“Ours is a closely knit industry, a 
fraternity of people with the same 
aims, Most impor- 


faster 


sure of 


between 


interests, goals. 


work for us. We must bulwark. There tant, there’s a give and take between 
atmosphere to for little fellows like us to exist. We their 
commensurate can than the big their retail accounts. When I call on 
can produce for a a customer, I don’t call on him to 
We take sell him. I call on him to work out 
We can with him what he needs. Conversely, 
sending my resources help me. They tell me 
what to make and I won’t put in a 
last or a pattern until I have checked 
(CONTINUED ON NEXT PAGE 


people to been a is a reason 


create a manufacturers, resources and 
work in 


wages for the 


pleasant 
give 
job done. 


move a lot faster 
companies. We 
than 


before 


and 


they can. 
they can. 
simply 


“Things are stirring, and I'm con- lot less 
vinced the movement is forward! | 
kind of envy 


like my 


chances 
test something by 
out forty dozen pairs and get a re- 
leath- 


ones 


the second generation 
partner, 
old, 


years of 


Bruce Lunder, 
my 
age. Be- 


action about the latest colors, 
before the big 


who is 32 and 


Paul, 


vears son, 


who is 23 ers, materials 











a shoe that’s gained national 











Genuine Dunham's Tyroleans® 


The most 


Ii you've put off ordering them up to now, consider this for a moment 
are nationally recognized as the most popular, most profitable outdoor shoes ever made 
imitated, too — but soaring saies in stores everywhere indicate that consumers 


the original genuine Dunham's Tyroleans®. Let us send you complete information 


DUNHAM’S BRATTLEBORO, VERMONT 


in Canada: Greb Shoes Ltd., Kitchener, Ont. 


write today! 
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it with my accounts, to get their re- 
action and opinion about it. Cer- 
tainly, there’s competition. We would 
become smug and complacent with- 
out it, but it’s the kind of competi- 
tion that is not lethal. It is more in 
the nature of a challenge to ingenu- 
ity, ability and craftsmanship. Our 
industry has the potential and it has 
the momentum. It’s just a question 
of everything falling into place. 
That’s what we are striving to ac- 
complish.” 


Style 
How does Sidney feel about style? 





CALUMET — 


SFU DS 


for eye-catching style .. . 


Style No. 404 


nT 
at > 


“Meuee™ 


$6.00 a pair 
B,C,D.....6%to12 
Boys 3to6 ..$5.00 


He doesn’t see any drastic changes 
in style, although he would welcome 
a change from the pump, pump, 
pump. He wonders how much longer 
we can continue to foist the pump on 
the American public. “There’s no 
question but what the triple needle 
has given the shoe retailer a shot in 
the arm,” he says. “That, and the 
things you do with the 


can low- 
heeled, ! We can see 


unlined shoes! 
no change for the next year and a 
half, anyway. There’s probably some 
wishful thinking in that remark, | 
guess. In three years we spent $238,- 
000 for lasts and that’s quite a 


Sleek, black, smooth — to really catch the eye of the style conscious 
young man. New CALUMET Studs are sweeping the country. Why not 
get the jump on competition by making CALUMET Studs the style leader 
in your store! Don't wait — write today for full information on Studs and 


the complete CALUMET line of dress 


LEVERENZ SH 
DEPT. B-206 « 


and casual shoes for men and boys! 


OE COMPANY 


SHEBOYGAN, WISCONSIN 


chunk of money for a small factory 
such as ours; but we had to do it in 
order to exist. It’s a simple mat- 
ter of recapitulation: We started 
with the single needle. The next 
year we threw it out and had to go 
into the double. And now, it’s the 
triple. That’s how long it takes for 
these things to evolve. Everything is 
evolution, whether it’s people or 
shoes.” 

So much for Sidney Spiegel, the 
factory man. He’s also a pretty busy 
man far industry activities 
are concerned. He treasurer of 
the New England Shoe and Leather 
Association. Has been an active 
member for many and has 
served on the board of directors. He 
is a of the National Shoe 
Institute and he is vice-president of 
210 Associates. 

His family (wife, daughter and 
two sons) and the shoe industry are 
his only Oh, he at 
golf and fishing but doesn't take it 
He his wife, 

music and the 
belong to the Boston 


as as 


is 


years 


trustee 


hobbies. dubs 


too seriously. and 
Dorothy, enjoy 
theatre. They 
Symphony and have been subscribers 
of the Guild for the 
twenty He enjoys traveling 
and being with people. That's all the 
vacation he needs 


Theatre past 


years. 


“The shoe business is creative, in- 
teresting and, in some little way, I 
feel I am contributing something to 
society,” Sidney. “I take a 
great deal of pride in seeing a pair 
of well-made shoes on a foot. It may 
not compare with Picasso but that’s 
only a matter of relative values. I 
think my mission today is to live as 
comfortably as I can and to make 
other people as happy as I feel.” 


Say s 


Hungary Triples Output 
Between 1938 and 1959 
BUDAPEST, HUNGARY The 
capacity of the Hungarian shoemak- 
ing industry has trebled since 1938, 
according to the Hungarian Chamber 
of Commerce, Budapest. 
In figures, recently 
Hungarian Chamber showed that 
production climbed to 18 million 
pairs in 1959, compared with 5.5 mil- 
lion pairs in 1938. One third of the 


released, the 


1959 production was exported. 

Industry sources in Hungary claim 
the development of the shoe industry 
has qualitative well 
quantitative. A wide range of shoe 
styles has also been developed. 


as as 


been 
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Baker Reporting 


from Washington New shark grain leather. 
(CONTINUED FROM PAGE 36) eng a ta. 9 sagas 

. ; , “ede 4977 L 
sidered, they may easily find that pbs pts nO eats 
they can’t fire their shots fast Style 4979. Black Olive 
enough to take care of all of the Genuine Goodyear 
pro-coverage forces,” ARF warns. Welt Construction 

“An unfavorable impression, cre- 
ated by silence on this issue, will be 
difficult to eliminate in 1961,” the 
merchandising group counsels. 

It is expected that bills to increase 
retail wages will be introduced very y) 
early in the new session of the Con- look what S 
gress next year. These bills, like 
those debated—but not approved— 
this year, call for a two-prong at- 
tack on local retail wage matters ha ened 
(1) Increasing the existing $1 per PP 
hour minimum; (2) Ending the ex- = 
isting exemption from federal wage f 
regulations that now applies to re- to t e e 
tailing. 

What this means is that not only Any resemblance between these new Yorktowns 
wages go up, but retailers would i 
and the lounger of old is coincidental! Here are 


have to file federal wage reports and 


would have to keep their wage rec- modern casual slip-ons with all the proven 


ords ready for the federal inspectors advantages of fit, appearance and easy repair 
at all times found best in genuine Goodyear Welt Construction. 
6 bd Every lean, smart line, every custom-type 
The nation’s railroads won govern- ie . refinement, every stimulating new color and 
ment approval to up their freight leather tells you that these in-stock Yorktown 
rates by an over-all 1.7 per cent. The masterpieces are very new, very salable. 
higher rates and accessorial charges Priced to retail at $10.95 and $12.95. 
are expected to yield an extra $140 — en 
million-plus in rail revenues. , aaipoees es Wee 
The new line-haul rate works this 140 men’s styles $10.95-$15.95 retail 
way: If the old rate was stated in 28 boys’ styles $8.95-$9.95 retail 


cents per 100 pounds and did not ex- 





ceed 65 cents, the new rate is half a 
You are cordially invited 
Fine grained leather to visit Yorktown at 
Low slung Norwegian seam. P PSS A, New York, N. Y. 
higher. Style 6953. Black New Yorker Hotel Nov. 27-Dee. 1 


In another action, the Interstate | St 6954. Bootmaker Brown and the EMPIRE STATE SHOW 
. . . . Style 6955. Black Olive aged 
Commerce Commission approved a Genuine Goodyear Syracuse, N. Y Jan. 15-17 
railroad request to end free pick-up Welt Construction 


and delivery service. Starting No- 


cent higher. If the old rate exceeded 
65 cents, the new rate is 1 cent 








eye Nations dvertised in ESQUIRE 
vember 10, the ICC said, it’s okay to praise oases oemaanniae 


charge for pick-up and delivery. 


Evans’ Safety Plan Pays 
CAMDEN, N. J.—A _ newly in- 
stituted safety program is paying 
off in large dividends at the John 
R. Evans & Co. tannery here. The 
company recently completed 533,574 


man-hours without a lost-time ac- FOR MEN AND BOYS 


cident. At present the tannery has 





a record of more than 250,000 man- THREE GENERATIONS OF FINE SHOEMAKING 
hours without accident. According eles mathere of Als trea Shoes foc Man 


te company officials, “employees and GARDINER SHOE CO., INC., GARDINER, MAINE 


foremen have shown unusual inter- New York Office: Marbridge Bidg., 47 W. 34th St. 
: ” Far Western Distributors: 
est in the program. Soinit Shoe Co., Buckingham & Hecht, 817 S. Los Angeles St., Los Angeles 
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EXTRA SPACE 
WHERE IT’S NEEDED MOST 


Aldeanilages 
> OF A TRUE 
MOCCASIN 


LAST 


A true moccasin last runs 
fuller, is more roomy than a 
regular last. The toe features 
a high wall . . . no impinge- 
ment of toes down to the very 
end of the shoe. Squared-off 
forepart leaves more grow 
room ... more wiggle room. 
No welt means no build-up 
of leather at the sides . . . no 
concave bottom. 

Soft upper leather continues 
under the foot . . . no bottom 
filler to lump or crack. 
Moccasins mean no tacks, no 
nails, no staples . . . better 
for baby feet in every way. 


ISN) 


‘PRE-WALKER TRAINER STRIDER WALKER 
Re J. “POTVIN SHOE CO., BROCKTON, MASS. 
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ALFRED L. MORSE 

(CONTINUED FROM PAGE 57 
to them no matter what type of shoe stores or de- 
partments we are operating. In terms of maintaining 
and improving the level of shoe production and per 
capita consumption the entire industry will benefit. 

Turning specifically to prospects for 1961 I feel 
that the fundamental! influences to which I refer will 
more than overcome the possibility of general eco 
nomic slowdown which so many economists are pre 
dicting. I do not mean to suggest that top manage 
ments of shoe chains and other volume shoe retail 
‘ompanies are disregarding the cautions that are now 
being offered. But I believe that their plans are much 
more in the areas of controlling expenses and main 
taining a proper inventory level than they are in 
cutting back their programs for continuing growth 

Production in 1960 will, of course, not exceed last 
year’s all-time record levels but will still top 600 
million pairs by a considerable margin. Retail sales 
in pairs will not be greater than in 1959 but the 
relationship between production and retail sales will 
bring the industry to 1961 in a much more balanced 
position. 

Quality standards are better than they have beer 
in a long time and fashion will get more emphasis 
than ever, thus assuring us of an exceptional product 
standard with which to attract our customers 

With manufacturing resources adapting their pro 
duction schedules to the increasing retail merchan 
dising formula of more frequent, close-to-needs buy 
ing, and with inventories being brought realistically 
into line, it seems certain that the forthcoming Popu 
lar Price Shoe Show of America will again be in a 
position to meet the industry's marketing needs for 


' 


spring ‘61 


FRANCIS H. GLEASON 

CONTINUED FROM PAGE 56 
eleven per cent. Women’s dress and work shoe 
the other hand, rose almost one per cent, while 
dals and playshoes fell by eleven per cent 
proves the saying that shoe manufacturing is 
single business it's many businesses withi: 
business. 

Retail shoe sales have held up well but these figures 
must be tempered by the previously mentioned fac 
tors 1) imports of all types of footwear have risen 
sharply and (2) inventories of shoes have been re 
duced to normal] levels. These points, plus a slightly 
higher average price per pair of shoes, explain the 
anomaly of increased retail sales figures and de 
creased domestic output. 

Last year showed the second highest per capita 
production of shoes of all time: 3.59 pairs—the high 
est being 1946 at 3.72 when wartime controls—in 
cluding shoe rationing—were lifted and returning 
servicemen bought entirely new civilian wardrobes, 
including shoes. Increased per capita — and 
the constantly growing population are, obviously, the 
potentials for producing more shoes. 

Whereas the per capita figure for women’s shoes 
has risen 32 per cent since the pre-war period, per 
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men's shoes are estimated at 
1.83 pairs in 1959, a decline of 14 per cent from the 
1935-1939. The present trend to 
lightweight, high style footwear for men should be 
strongly encouraged as it presents an excellent op- 


capita purchases of 


2.13 pair average 


portunity for increasing shoe consumption by males. 

Keen competition and low profit margins have tra- 
ditionally been characteristic of the shoe industry. 
There is no indication that this picture will change 
in the foreseeable future. The shoe man—be he man- 
ufacturer, wholesaler or retailer—will do well only 
if he is alert to the needs of his customers, is con- 
stantly striving to improve 
providing V-A-L-U-E S-E-R-V-I-C-E. 

The Popular Price Shoe Show of America, jointly 
sponsored by the National Association of Shoe Chain 
Stores and New 


his own operations and is 
and 


England Shoe and Leather Associa- 
tion is timed for spring buying by America’s mass 
market. More 7.000 
attend each PPSSA 
It is doubly important this year, not only because 
for but will 
afford the industry its major opportunity to preview 
the three 
mer ‘61 
tute 


shoe than retailers and buyers 


show. 


it is timed volume buying, because it 


great fashion promotions for Spring-Sum- 


being promoted by the National Shoe Insti- 


“The Trim Slim Shoe” 
“Fashion Walks on Many Heels” 
“The Soft Touch in Young Shoes” 


Men's Shoes 
Women’s Shoes 
Children's Shoes 


The PPSSA has established itself after operation 
of 25 successive shows as an industry institution that 
is rendering a vital service to the trade 


: a : a 
Incongruous Product Mix 

.. + Toys and Prescription Shoes 

WHEN customers go into the Junior Bootery, Macon, 


for the first time, they 
ing whether they're in a toy store or a shoe 


Ga., have a hard time determin 
store 
Actually, they're in a shoe-toy store. 

Arthur 


been mixing toys and children’s shoes successfully for 


Lewis, owner of the combination store, has 
the last 14 vears and today more floor space is devoted 
to toys than to shoes, 

The unusual product combination appears even more 


Mr. 


shoes to doctors’ prescriptions. 


incongruous because Lewis specializes in fitting 


Why 

Why did Mr. Lewis add a line of toys to his exclusive 
children’s shoe business? “We liked the markup on 
That 50 and 10 looked good 
he said. 


Tovs? 


toys. very good—to us,” 


Today the Junior Bootery, which occupies two floors 
of a building, has literally thousands of toys displayed 
on shelving from one end of the store to the other. In 
spite of the predominance of toys in the store, Mr. 
Lewis retains the name of Junior Bootery and main- 
tains a 20-chair fitting department on the first floor. 
Under the direction of Pat Patterson, a former trav- 
(CONTINUED ON PAGE 8&5) 
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GIFT PROGRAM @= 
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NATIONAL 734 and 324W 


ADVERTISING 


Over 4,100,000 separate Bass ads will support this 
promotion to men and women during December. 


BASS GIFT CERTIFICATES 
Available in quantity, without cost. Size is 84”x 
3°”, printed two colors on safety paper. 


BASS WINDOW STREAMERS 


Remind your customers to ‘Give Shoes As A Gift’’ 
with these 15” x5”, two-color streamers for 
department or window use. 


AD MATS, GLOSSIES 


Mats available in one and two-column size, of each 
Bass style. 8” x 10” glossies also available. Specify 


styles wanted. 
MOUNTED REPRINTS 
Easeled cards of Bass Christmas ad — for display use. 


BASS LOG SIGNS 
9” x 5” Wooden Plaques 
with easel for counter or 
window displays. 


a ee 
tiie originators of Weejuns 





G. H. BASS & CO. Dept. BS-11, Wilton, Maine 


YES — we want to tie in with your Christmas Gift Promotion 
for extra sales. Please send the following without charge 





BASS & CO., Dept. BS-11, Wilton, Maine * 614 Marbridge Bidg.. N. Y.C.1. N.Y 
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There’s No Such Thing 
as a “Country Girl” 
(CONTINUED FROM PAGE 67) 


—all for fashion shoes. 

Years ago, Mr. Kraselsky realized 
that there was no longer such a thing 
as a “country girl.” Radio, TV, 
newspapers and the fashion maga- 
zines have seen to it that she is as 
much abreast of the fashion trends 
as the city girl. He started staging 
fashion shows in small towns and 
rural schools, and he maintained a 
large mailing list of customers in 
these scattered areas. 


The floor of the new store is com- 
pletely covered with neutral colored 
carpet from the front door to the 
rear. As an experienced shoe sales- 
man, he has made liberal use of re- 
cessed shadow boxes in the walls. 
There are four of these in a store 
that measures approximately 50 by 
100 feet. The interiors of the shadow 
boxes are yellow and green. To make 
the displaying of shoes and 
easy, he has used pegboard backing. 

Matching bags are displayed with 
each pair of shoes, for there is one 
rule in the store: an attempt must 
be made to sell a bag with every 


bags 


pair of shoes. 








i 


ALL 


or phone. 


41 Maintenance of Softness 


color in Suedes. 
2 Elimination of 
Spueing-Plus Water Repellency 


Blooming 


Shoes before Boxing 


Over 


ARE LABORATORY CONTROLLED 


Your special formula is kept in our active laboratory files 
for ready reference whenever you write, wire 
Meanwhile send for Paule’s “Timely lips” 


on these difficult problems. 
and 
and 


3 Finishing White Smooth Leather 


and Prompt Service have established 
Paule’s Quality Shoe Finishes in First Place 


“Quality 


CHEMICAL CORP. 


FINISHES 


4 Repairing and Renovating Col 
ored Leather Shoes 

S Repairing and Finishing Black 
or Colored Patent Leather Shoes 

White 

Nappy 


Finishing 
other 


6 Cleaning and 
Suede Buck, 
Leathers 


and 


25 Years of Laboratory Control 


Research — Service”’ 








P 
Sone 


Charlestown 29, Mass., U.S. A. 
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The wallpaper, which Mr. Krasel- 
sky proudly boasts he hung himself, 
is in a basketweave, straw color. The 
chairs are in bone, rose, and blue. 

Overhead, six fluorescent tubes 
give light, two in the front and four 
in a square over the rear section of 
the salesroom, where there are five 
chairs. 

Open shelving is used in the rear, 
with the cases stained in oak. 

An innovation, at for the 
South, is a ladies lounge immediately 
off the floor, with a makeup table and 


least 


mirror. 

Nothing gives a store more atmo- 
sphere, Mr. Kraselsky believes, than 
the liberal use of green plants. Occa- 
sional tables hold these plants, and 
for an effective display of new styles, 
two or three, and often only one, 
pair of shoes are displayed on these 
tables. The plants are replaced from 
time to time by a local nursery. 

A large backboard hides the rear 
By using 

for the 


is possi- 


entrance of the stockroom. 
pegboard background 
shadow box on this wall, it 


ble to accent the shoes and handbags 


as a 


and also to provide a very convenient 
series of for the 
people to watch the front. 


peep holes sales 
The new store has a men's depart- 
up front, the 
cause he has found that males do not 
like to walk to the rear. 

Mr. Kraselsky has trained a 
staff in the art of selling 
the way he 


ment near door, be- 


new 
fashions 
Alabama 
He feels that too many shoe salesmen 


sold them in 
have forgotten how to use adjectives 
in describing the merchandise they 
sell, and he his 
sales force that they must dramatize 


constantly reminds 
what they are selling. 
He has named this 
Fine Shoes he 
customer forget that 
He uses it many times a day. 


Aaron's 
lets the 

“fine.” 

He in- 
structs his sales force to use it. Fur- 
the 
of 


store 
and never 


word 


thermore, he tries to point out 
to the 


what makes a good shoe. 


technical points salesmen 
“A fine shoe has a background the 
fine family, 
Learn it, tell the 
the shoe, how 
been in 


Same as a or a race 


horse customers 


who makes long the 


company has business, and 
most important of all, let them know 
they can’t find a finer shoe anywhere 
in town for the price,’ he tells the 
sales force. 

about shoes 


“People know more 
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today than we give them credit for,” 
he says. So why shouldn't the sales- 
man use his knowledge of what 
makes a good shoe? 

Mr. Kraselsky believes in the fu- 
ture of selling fashion and style and 
that if stores will do more of it they 
will never have to worry about self- 
service and supermarket competition. 

“If we are going to stay in the 
shoe business, we have all got to get 
around to selling style and fashion. 
Not just something to cover the feet. 
We've got to convince our customers 
that when they buy a pair of shoes 
from a shoe store of this type, 
they’re getting style, fashion and a 
quality product at a fair price. To 
do that we have got to unwrap the 
salesmanship we have hidden away. 
The day of the order-taker is gone.” 


Fall °61 Lines to Feature 


Low, Lean Look: Irving 


BOSTON—A low, lean look will 
highlight the for fall- 
winter 1961, predicts Julie Dane, 
fashion coordinator of Irving Tan- 
ning Co., Inc. Tiny, delicate heels, 
slim, pointed toes and an abundance 
of strap detailing will be seen in city 
and country shoe alike, she says. 

Irving approaches the coming sea- 
son with soft, pliable leathers in a 
wide range of rich colors. In addi- 
tion the company will emphasize two 
color families that it expects will at- 
tain new importance: gray and cin- 
namon, 


shoe story 


In the gray family, Outer Space 
is a deep stormy shade hailed as an 
innovation in the men’s as well as 
the women’s field. Snowstorm is a 
lighter ivory gray, and Whisper is 
a basic winter bone with a touch of 
gray. 

The warm, lush cinnamon shades, 
ranging to near-rust, start with an 
almost-coral offering called Gypsy. 
Comments Miss Dane: “This is a 
color to watch out for, and we feel 
it will move up into the spot the 
grape hues held this season in the 
couturier lines. Also, it’s a great 
companion to browns and grays in 
a pick-me-up accessory.” 

Irving’s fashion authority points 
out, “Shoes will fit like gloves next 
season with almost the same results 
in appearance. The Italian cut of the 
higher front will also be in great 
demand.” 
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Hide-Cleaning Machines 


Cut Costs, Improve Quality 


WASHINGTON, D. C. 
newly developed machines for 
cleaning cattlehides can produce 
substantial savings and other ad- 
vantages in marketing, according to 
a research report by the U. S. De- 
partment of Agriculture. 

Cleaning hides by machines can 
reduce shipping weight and freight 
costs by about 20 per cent and 
eliminate many defects often found 
in cured hides, according to Agri- 
cultural Marketing Service research- 


sd 


- Use of 


ers. The defects result from im- 
proper curing and tanning in spots 
where pieces of flesh or dirt prevent 
the curing salt from reaching the 
leather. 

The study is part of a program of 
research to improve efficiency and 
hold down costs in marketing farm 
products. 

A copy of the report, “Changes in 
Processing and Marketing Hides,” 
AMS-410, may be obtained from the 
Marketing Information Division, 
Agricultural Marketing Service, 
U. S. Department of Agriculture, 
Washington 25, D. C. 
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Write Today For Our Catalog 
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EPHRATA, PENNSYLVANIA 
New York City, Marbridge Building, Room 635 





PPSSA Draws Buyers 


(CONTINUED FROM PAGE 58 
William T. Roe- 
buck and Co. 

Timothy P. Welch, G. R. 
Corp. 


Waddell, 


Sears, 


Kinney 


Manufacturers 
William Eckenrede, 
Shoe Co. 
Arnold 
‘Oo. 
Jack Intrater, 


Weymouth 


Hiatt, Blue Bonnet Shoe 


Rockingham Shoe 
Irving Selig, Laconia Shoe Co. 
Charles Shapiro, American 

Shoe Co. 
Abraham 

Shoe Co 


J rs. 


Weinman, Five Star 


Ven's Shoes 
Manny A. Gruber, Regal Shoe ( 


Chairman 


Retailers 
Owen Howell, General Retail Corp 
Jule Mark, Shoe Corp. of America 
Marion Markus, The Nobil Sh 


Siegbert Moch, Spiegel, Inc. 

Charles F. Murphy, Jr., Endicott 
Johnson Corp. 

Frank C. Rooney, 
Corp. 


Melville 


Harold Smerling, Stadler’s Shoes, 


Inc. 


S. L. Winfield, A. S. 


Corp. 


Manufacturers 
Leuis Auclair, 

Co. 
Alan Goldstein, Plymouth Shoe Co 
burton Katz, Hubbard Shoe Co. 
Joseph Porter, Porter Shoe Co. 
Ernest A. 

Corp. 
Herbert 


Sales Co., 


Hampshire 


Rich, Lewis Heicklen 


Inc. 


Slipper Committee 
Argyries, Edison 
Chairman 


> 
Bros 


Harry 
Stores, Inc., 


Retailers 
me Aen 

Corp. 
Gerald 

America 


Begell, Endicott Johnson 


Figgins, Shoe Corp of 


Shoe 


Beck Shoe 


Shoe 


Rainey, Diamond Shoe 


Harry Gould, Harry Gould Shoe 
Associates, Inc. 
Darrel Hurd, J. C. Penney Co 
Richard Maling, Maling Brothers, 


Inc. 


Manufacturers 

Arthur Hirshenberg, Capitol Foot 
wear Corp. 

Arthur Pfeiffer, Pfeiffer's, Inc. 

Maurice Novelty 
Co., In 


Rabin, Slipper 


Gimbels Lists Changes 

MILWAUKEE 
in the shoe department were made 
David Zoschke 
has been named assistant buyer of 
better 
downtown 


Several changes 


recently at Gimbels: 


Gim 
Lock- 
Was 

Gim 
have 


shoes at 
Dale 


Southgate, 


second-floor 
bels’ store 
wood, formerly at 
appointed group manager of 


Mayfair He 


charge of the and 


bels’ store will 


men's women's 
shoe departments there 
Schramek, former 


USSIS 


James 
Diamond, ladies’ 


for 


women's 


tant to Marvin 
better 


now 


shoe buvet Gimbels, is 
shoes at 


Minot, 


buver of 


Taube’s Department Store, 


by Irving 


Irving Tanning Company 


134-140 Beach Street, Boston ll, Massachusetts 
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How to make MORE HIGH PROFIT 
a impulse sales this Christmas! 


~~ 
a 


Std 


— Mae vile Oye) 38 & 
The *5.95 KIWI Shoe Groomer 


They buy it on sight! 2 year sales increase — over 9007! 


PROFIT IN DOLLARS ON EACH SALE! 


The KIWI Shoe Groomer No. 29 
$5.95 retail 


Made in America 
Natural finish solid wood, early American 
styling 
There's still time to buy for immediate BIG AD PROGRAM! — : 
lelivery de ties Shoe Groomer advertised in Life! Also big \ 
ar we ry «.. Ore val now. Kiwi Advertising in Saturday Evening Post, . ** 
Freight— prepaid on 24 or more on Paar, Garroway tv shows! 
Weight—-6's pounds See the whole Kiwi line at booth #60 
Dimensions—10%4" x 9” x 10” Shoe Servicemen’s Trade Exposition 


For even more extra profits this Christmas, 


0? PROFIT REMINDER — stock and sell the complete Kiwi Shoe Kit line. 


ANG. 
GROOM ERS 4 FREE! FOR YOUR CUSTOMERS FROM KIWI “GOOD GROOMING TIPS’ BOOKLET. 
\“ Ask your Kiwi representative or write direct for supply of this sales-building 
28-page booklet. Nothing else like it has ever been offered in the trade before 


.+.- your customers will be grateful for a copy. 


THE KIWI POLISH CO., POTTSTOWN, PA. 
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Closing the Sale 


(CONTINUED FROM PAGE 69) 


not being honest. Such a reaction 
would take a major effort to undo 
and a great deal of time could be 
lost. 

Throughout the entire sale, espe- 
cially while handling objections, you 
should speak with authority and sin- 
cerity. This will reassure the cus- 
tomer and make her feel that she 
can depend on you to advise the best 


shoe for her. Any indication of a 
lack of knowledge or information will 
have negative results. 

Of course, there are times when 
you might be asked a question that 
you are unable to answer. Guessing 
or giving the incorrect answer is cer- 
tainly not the way to cement good 
will. Customers have more respect 
for honesty in these cases than they 
do for jist any answer. 

This can be embarrassing for the 
salesperson but you should tactfully 
excuse yourself and try to get the 





Designed for 


a Nurse... 


to put Dollars 


in your purse 


‘readeasy 


TECHNICIANS 


VENTI-MESH®, 


AT A LOW, LOW 
$5.60 to $7.25 


JUST LOOK AT ALL THESE IMPORTANT EXTRA COMFORT FEATURES: 
Fashioned on the same SUPERLATIVE FITTING liasts that have 


made Treadeasy famous for almost a century... 


lasts unsur- 


passed in footwear regardiess of price! 


VENTI-MESH® — mesh insert cools feet by circulating air. Pro- 
tects leather. (Voted most popular feature.) 


LONG INSIDE COUNTER 


CUSHION BOTTOM FILLER 
MOULDED LEATHER ARCH 


SUPER SHANKS 
ANCHOR EYELET 


Yet . . . for all their superiority . 
than you'd expect .. . and with a GOOD MARK-UP for you, too! 


Send for NEW CATALOG and SALES AIDS. . . TODAY! 


P. W. MINOR 


New York City Sales Office: 946 Marbridge Bldg. 


“TECHNICIANS” sell for far less 


& SON, INC. 


Batavia, N. Y. 





facts from somebody who is more 
familiar with them. Everyone can- 
not be expected to be familiar with 
all the complicated and technical 
problems of feet and shoes, but good 
training will keep uncomfortable 
situations of this kind at a minimum. 
An admission of ignorance can be 
an asset, under certain circum- 
stances. It attests to the honesty 
and sincerity of che salesperson. At 
least the customer can feel that she 
is in honest hands and that all at- 
tempts are being made to be helpful. 

If you do not know the answer or 
cannot get it readily, you should ad- 
mit it. This can prevent a great 
deal of unpleasantness later on. For 
example, salespeople have been 
known to recommend incorrect ways 
of cleaning shoes. The salesperson 
does not really know the right meth- 
od or cleaner but nevertheless makes 
an off-the-cuff suggestion. He wants 
to clinch the sale by convincing the 
customer that the shoes can 
cleaned easily. The ultimate result 
is that the shoes are ruined when 
the customer takes the salesperson’s 
advice. This situation would not be 
helpful to the salesperson or the 
store. It would lose a customer. This 
information should have been part 
of the salesperson’s training when 
the shoes came into the store. 


be 


Better Off 


Both the salesperson and the cus- 
tomer would be better off if correct 
information were obtained from its 
proper source and then imparted to 
the customer, even though this might 
take a few days. Manufacturers and 
polish chemists could be very help- 
ful if they would determine the 
cleaning problems that face the pub- 
lic when new types of leather and 
new colors are promoted and would 
publish the facts. This information 
should be made available to the re- 
tailer when he places his order for 
footwear, rather than when his sales 
personnel are confronted with the 
universal question — “How will I 
clean them?” 

You should not volunteer unnec- 
essary information ... that is the 
easiest way to talk yourself out of 
a sale. It brings up irrelevant points 
that the customer might never have 
thought of and creates difficulties in 
handling the sale. You should con- 
centrate on what the customer is 
looking for and present the shoes 
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that will suit her best. 

If the customer is looking for com- 
fort, your salestalk should be concen- 
trated on this point. You should not 
spend your time discussing fashion. 
This will only take the customer’s 
mind off what she really wants and 
can only cause general dissatisfac- 
tion. If you sell comfort shoes on 
the basis of fashion, the chances are 
that they will be returned in short 
order if the desired comfort is not 
there, even though the shoes may be 
beautiful. 


Positive Answers 

It is always a good idea to direct 
the customer in a positive way, with 
the goal of closing the sale always 
in mind. You should ask simple 
questions calling for agreement. A 
series of these positive replies will 
place the customer in a more recep- 
tive frame of mind. It will make the 
answer to the most important ques- 
tion that much easier. A series of 
positive answers to questions such 
as... “Isn't this an unusual pat- 
tern?” ... “Aren't these shoes ex- 
tremely comfortable?” .. . will place 
the customer in a more receptive 
frame of mind. The outstanding fea- 
tures of the shoes will stand out in 
her mind more vividly. You should 
never knowingly ask questions that 
will evoke a “no” answer. Positive 
answers will help in leading to a 
successful close. 

But customers should never be 
forced into making a decision. This 
becomes a pressure sale. It is AL- 
WAYS resented and is most likely 
to backfire. It can only result in a 
loss of confidence, distrust, return 
of merchandise and a subsequent re- 
luctance to shop in that store again. 
Customers do not like to fee] that 
they “must” always make a purchase 
when they shop for footwear. They 
realize quite well what is going on 
when a pair of shoes is being forced 
on them. Therefore, it is the duty 
of the salesperson to help the cus- 
tomer make a favorable decision but 
make her feel that “she made it on 
her own”... even though some sort 
of subtle pressure was used. 

Enthusiasm and a desire to help 
will always influence the customer 
towards a positive decision. It is 
usually the negative attitude of sales 
people that makes customers stub- 
born, resulting in a hold-off attitude 

(CONTINUED ON PAGE 83) 
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SIZeS he a of all ages 


Look to Brooks for “young” ideas in shoes for active 
boys—with sturdy construction that means steady 
repeat business. Brooks shoes consistently give 
you EXTRA MARK-UP for EXTRA 
PROFIT! Many styles have size runs 1-3; 
31%4-7; 74%4-9; with widths A through 
E, to retail PROFITABLY at $6.95 

to $8.95. 


The 

CAMPER 

#6409 — NEW 
RAWHIDE BOOT, 
cork sole, rubber heel, 


rawhide laces, Topper last. 
IN-STOCK, D, 2-7, to refoil profitably ot $10.95. 


Write today for FREE IN-STOCK catalog! © 
~ THE WILLIAM BROOKS SHOE CO. — — NELSONVILLE, OHIO 


“World's largest independent manufacturer of boys’ welt shoes” 
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THIS LITTLE PIGGY GOES TO MARKET... 


your market... via brilliant 4-color, full-page ads in top fashion 
magazines... via in-store displays, gay window displays, sales train- 
ing aids... and more. Before you make your buying plans find out 


what plush Pigmillion Pigskin has to offer you. 


FOR RESOURCES WRITE TO 
HAUS OF KRAUSE e@ ROCKFORD, MICHIGAN 

















Dance Shoes Are Big Business at Advance 


CHICAGO—In its 35-year history, 
the Advance Theatrical Co. has 
watched its dance shoe business 
grow to half of the company’s total 
yearly volume. The firm, which 
sells both wholesale and retail, to- 
day is the Midwest’s largest mer- 
chandiser of dance shoes. 

Leo Harris, who founded the com- 
pany in 1925, remains its president. 
His customers include both amateurs 
and professionals. To equip them he 


handles the entire output of an 
affiliated dance shoe manufacturer, 
Party Shoes, Inc. 


Showroom Remodeled — Recently 
the Advance firm completed the re- 
modeling of its sixth-floor show- 
room at 32 W. Randolph St. in 
downtown Chicago. The company 
gained additional selling space by 
removing walls and departmental- 
izing. Now, glass-top display cases 


SOLE DISTRIBUTORS OF 


CUSTOM DEZIQNS , 
Wiccolrg = soubrettes. 


Seth Gaffin Shoes, = 


146 DUANE STREET, NEW YORK 13,N. Y. 


of French Provincial design flank 
an aisle leading to the shoe depart- 
ment at the showroom’s center. The 
cases are finished in pale green 
and white to harmonize with green 
walls and a white ceiling. 

Dance shoes are vividly displayed 
both in the lighted waist-high cases 
and on pegboards and shelves along 
the side walls. 


Fit Counts Heavily — Advance 
Theatrical Co. sells principally tap, 
ballet and toe dance footwear. Pre- 
ferred heels for tap shoes are 16/8 
for professionals, 7/8 for students. 

“Fit is of pri- 
mary importance 
in the dance 
business,” explains 
Mr. Harris’ 
Edward S&., 
president of 
vance 
dent 
Shoes, 
great 
brought 
the toes and arches 
of the foot in the 
routines would only be magnified by 


shoe 


son, 
vice- 
Ad- 
presi- 
of Party 
Inc. “The 


strains 


and 


against 
LEO HARRIS 


strenuous dance 


ill-fitting shoes.” 
To 

stocks 

shoes 


assure accuracy, the firm 
AA to D widths in 
and A to EE in 
Sizes are 6'% small to 12. 
the custom-made 
records are filed for reference. 


ballet 
toe shoes 


Many of 


shoes are Size 


Ten Thousand Catalogs — Since 
Advance conducts half its business 
by mail, the company finds its best 
medium is a catalog. 
10,000 schools 
and wholesalers each year during 
August. The book 
pages in size. Other circular mail- 


advertising 
It’s mailed to about 
runs about 36 
ings go to dance teachers seven or 
eight times a vear. 

“We note an increasing sales vol- 
ume in ballet 
Edward 


shoes in recent 
Harris. “No 
doubt television has been responsi- 


years,” says 
ble for this interest to some extent. 
But we think the cultural 
the American people generally is on 
the which include 
greater interest in the ballet.” 


level of 


rise would 


© Advance Supply and Cutting Die 
Co., St. Louis, has recently moved 
from 4159 Warne Ave. to 3434 Kos- 
ciusko Ave. Joseph V. Mangogna 
is president of the firm. 
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Closing the Sale 
(CONTINUED FROM PAGE 81) 


even though they like the shoes. 
Added training in human relations 
can go a long way to be helpful. 

It must also be remembered that 
in addition to the attitudes of sales- 
people, their knowledge and ability 
can influence the sale. Value must 
be built up in the mind of the cus- 
tomer before she will make the deci- 
sion to buy. Latest information in 
fashion can be a great asset in aiding 
the sale fashionwise. This informa- 
tion should regular 
sales meetings with the aid of fash- 
ion magazines, trade periodicals and 
all available material from manufac- 
Shoes should be thoroughly 


be stressed at 


turers. 
discussed and analyzed before they 
are placed on sale. Points that should 
be stressed and fully discussed about 
new footwear are: 

A. Materials used in their manu- 
facture 

B. Coordination possibilities 

C. What goes with what 

D. Fitting qualities 

E. How they should be sold 

F. Objections that might be raised 
by customers 


pride 
in each 
other’s 


Vul-Cork 


. 80 light, 


G. How to handle these objections 

H. Care of the shoes. Too many 
sales are lost because of lack of in- 
formation in this 
also lost because ornaments are not 
decision should be 
as to what the 


area. Sales are 
replaceable. A 
made at the outset 
policy will be. 

Closings have been 
cause of trivial problems that come 
up. For example, the shoes are fine 
except for the shape of the eyelets. 
Even though the customer liked 
everything about the shoes, this 
might upset the applecart if not han- 
dled properly. You would do well to 
occupy the customer with the more 
important points, such as the gen- 
eral advantages of construction, fit 
and appearance of the shoes. Triviali- 
ties should be ignored. If handled 
properly, the customer will forget 
them and will make the purchase in 
spite of the eyelets. 

tefore a successful close is made, 


delayed be- 


you should realize that value is usu- 
ally suggested by your own actions. 
Ideas are transmitted to the cus- 
tomer, whether consciously or not 
... the way you run your hand over 
the shoe . . . the way you present 
the shoes ... they way you try them 


80 flexible, 


80 


company 


resilient, 


you can roll it up 


. right in the palm 


of your hand. 


“PAUL BUNYAN” 


#$1260 


@ Tan heather grain 


Moccasin toe 


Vul-Cork sole 


on... the way you admire them on 
the feet . the way you remove 
them from the feet ... the way you 
set them down... and the way you 
replace them in the box after you 
are finished with them. All these ac- 
tions can influence a successful clos- 
ing. 


Department Store, ISCO in 


Men’s Merchandising Link 

CHICAGO Carson, Pirie, Scott 
& Co., local department store, and 
Winthrop sales division of Interna- 
tional Shoe Co. have collaborated to 
promote a “new concept” in men’s 
shoe brand merchandising. 

The plan calls for window displays 
using manufacturer's fixtures, brand 
identification pieces and mass mer- 
chandising, with the installation of 
self-selection fixtures. 
Half of 


men’s shoe 


Scott's 
department has 
to Winthrop brand 

This 10 
major brand pieces and plaques, in 
to 
fixtures designed and 


Carson, Pirie, 
been 
given over 

identification. includes 


addition several self-selection 


installed ex- 


clusively for this department area. 


Foot-so-Port Shoe Co. 


Div. of 
Musebeck Shoe Co. 


VUL-CORK DIVISION, CAMBRIDGE RUBBER CO., TANEYTOWN, MARYLAND 
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Make Passer-by a Shopper 
By Distinctive Displays 


(CONTINUED FROM PAGE 65) 


naturally and easily. He 
straight lines for emphasis. 


uses 


Emphasizes a Feature 
Mr. Shneer feels that putting 
shoes at various heights and angles 
enables him to emphasize specific 
features of the shoes. Sometimes he 
even hides parts of the shoe behind 


floating panels so that only the sell- 
ing feature shows. 

Shoes suspended on wires look 
light and comfortable and they also 
look like a charming luxury, said 
Mr. Shneer. 

The New York display director 
said he couldn’t set himself up as 
the criterion for stores with other 
problems of merchandise, windows 
and budgets, but he did suggest a 
few ideas for retailers to consider. 

In order to avoid the “packed”’ 
window that shows too many shoes 





by visiting the 





industry's 


Coming to the 


Allied Products 
Show ? ? ? 


You are cordially invited to visit this 
center of activity during the 


SHOE RESOURCES MARKET. 


More than 200 lines on display . . . allied 
products, fabrics, leathers, services 
projecting the Advance Fall and Winter 
1961 Footwear Season 


TAKE FULL ADVANTAGE of the earlier oad- 
vance season styling and production planning 


foremost “market 


place” for both buyer and seller. Plan now for 
@ working week-end in New York at the 


NEW YORK TRADE SHOW BUILDING 
35th Street at 8th Avenue, New York City 
DECEMBER 10th thru 13th 


EXHIBIT HOURS: DECEMBER 10th 
DECEMBER 11-12th. 9 A.M. to 9 P.M. 
DECEMBER 13th 


12 Noon to 6 P.M. 


9 A.M. to 3 P.M. 


ENTIRE BUILDING AIR-CONDITIONED 





to be either artistic or a good sales- 
man, Mr. Shneer suggested that 
retailers look at their display pro- 
gram across an entire season and 
stagger their merchandise for dis- 
play during particular portions of 
the season. More window changes 
result in more interesting windows. 

Mr. Shneer said that the windows 
in the New York stores of I. Miller 
are changed week and the 
stores out of New York have window 
displays changed every two weeks 
by one of the display staff who 
travels from store to store. Another 
member of Mr. Shneer’s. staff 
changes inside store displays in New 
York every two weeks and outside 
of New York every season. 


every 


Change the Backdrop 
It isn’t enough to change the shoes 
said Mr. Shneer. In 
windows different 
must be 


in a window, 
order to make 
looking, the backdrops 
changed too. When the retailer just 
changes the 
everyday passer-by gets the idea it’s 


shoes in a_ display, 
the same display he saw the day or 
the week before. 

Another Mr. Shnee: 
made for new looking windows was 


suggestion 


to shift displays. 

If the retailer has more than one 
store with similar window space he 
can shift backdrops between stores. 
Miller has 13 stores 
that require frequent window 
changes, the display staff often 
shifts displays from city to city to 
get full value out of them and to 
give the staff time to prepare new 


Because I. 


displays. 


Don’t Starve the Budget 
other problem that 
touched upon by Mr. Shneer 
the display budget. He said money 
that has been budgeted for display 
should be used to give the retailer 
effective and changing windows. 


One was 


was 


Retailers shouldn't look upon their 
display budget as a savings account 
and attempt to get through the year 
spending as little of it as possible 

Mr. Shneer, who has been on the 
display staff of I. Miller for 16 years, 
said that the windows of any store 
are the store’s mirror to the world. 
The windows should set the prestige 
level of the store and be in character 
with the store operation. 
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Incongruous Product Mix 
(CONTINUED FROM PAGE 75) 


eler for Edwards Shoes, Inc., the department actively 
solicits prescription business. 


Fitted in Toyland 

The children get fitted while they gaze at toys on 
side of them. For instance, directly over the 
shoe shelving is a display of toy guns and holsters 
ranging in price from $1 to $12. To the left are juve- 
books, globes and—the latest 
backyard trampolines. 


every 


nile world sensation 


Four years ago, Junior Bootery began specializing in 


prescription fitting, but the more staple lines of juve- 
nile merchandise are still carried. This was when Mr. 
Patterson, tired of traveling, came to run the shoe 


department. 


Toys were added to the Junior Bootery's stock 14 years ago in order 
to build extra profits for the children's shoe store. Today the toy 
stock takes more space than the shoe stock but the store still solicits 
prescription shoe business. A former traveler heads the department. 


the do not hesitate to send their 
patients to the store, even though the department is 
surrounded by toys, because Mr. Patterson spends a 


lot of time visiting with them. 


Doctors in area 


Waited for the Shoes 

“I didn’t go to see a single doctor until we had the 
I was able to tell them, ‘We have these 
I didn’t have to explain, ‘We are plan- 
ning to stock these.’ ”’ 


shoes in stock. 
in stock now.’ 


Mr. Patterson had heard shoe people talk about can- 
vassing doctors in person and sending them cards and 
literature about prescription service. He noticed, how- 
that few shoe people took the trouble to 
carry shoes to the doctor's office so the physician could 
feel and measure them. 


ever, very 
see, 
“IT got a little bag and put typical shoes in it. Then, 
I started out. The doctors had their instruments. They 
measured the swing, examined the heels and saw what 
we could offer them. It was just a short time before 
they started sending us customers,” he said. 
Vying for Time 
Getting in to see some of the doctors proved a little 
(CONTINUED ON FOLLOWING PAGE) 
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Sell The Complete Line of Feature 


W Shoes That Doctors Recommend 
aaa eee 


a . 


gears BONE. & JOINT JOURNAL 


AMERICAN MEDICAL Assy 

ee erie 

Medic’s Important Advertising Campaign 
HELPS YOU SELL! 


Attention-getting ads in the leading professional magazines 
tell doctors all about the superb construction and 
quality design of Junior Arch Preservers. More and more 
doctors prescribe Junior Arch Preservers and 
send their patients directly to stores carrying these shoes. 
This means increased sales and volume for you! 


Medic dealers can give profits a year-round boost by 
contacting doctors regularly and telling them about 
Medic’s complete line of feature shoes for children. . . 
with the widest possible variety of lasts to fill every 
doctor's shoe prescription. These doctors will do the rest. 
Your store will gain a reputation for carrying 
the finest children’s, shoes money can buy! . . . And you'll 
earn a really good profit with every pair of shoes you sell! 





Developed after 
years of studies 

designed ex- 
clusively for con- 
genital disorders 
when indicated 
by the doctor. 


New! Exclusive! 
<3 emo ey, 











Shir 
ARCH PRESERVER 
ae by 


Write today 
for catalog, 
descriptive 
literature, 
FREE BOOKLET 
on prescription 
fitting. 


MEDIC SHOE MANUFACTURERS, INC. 
1212 WOOD STREET, PHILADELPHIA 7, PA. 
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NEW STARS 


in the Broadway Line 


by J. W. Carter 


Here are four shoes that are designed to create 
traffic and volume for you. Notice that three of 
them are built on the popular pointed thin-toe last, 
a feature that insures prompt acceptance by young 


men and all men who appreciate smart appearance. 


Like all shoes in the Broadway line, these shoes 
are made to sell at popular prices with a full 
markup for you. They are available in tan or dark 
brown as well as black, and in a choice of leather 
or crepe soles. And like all J. W. Carter shoes 
they are built with genuine leather insoles —a 
feature that means greater comfort for the wearer. 


For prices and full details see the Carter 


man in your area, or contact the factory now! 


J. W. Carter Company 


P. O. BOX 30 © NASHVILLE, TENNESSEE 


bothersome because so many professional pharmaceuti- 
cal detail men were calling on them and their time was 
so limited. 

“After getting in, if the doctor wanted to sit and 
talk, I sat with him. If he was in a hurry, I showed 
him what we had and got out as rapidly as possible. 

“The answer to getting inside a doctor's office is in 
getting better acquainted with the nurses and recep- 
tionists.”” 


The First 

Once contact has been made on a friendly basis with 
the doctor and the nurses, it is possible to get in to 
see them without difficulty, said Mr. Patterson. 

Two days a week—a half day each day—Mr. Patter- 
son tries to see a few of the doctors, even though they 
all know him and the store now. In the morning, he 
catches those doctors who have hours at that 
time and in the afternoon of the next day he sees those 


Time Is Hardest 


office 


who maintain afternoon hours 
While corrective shoes are being pushed, the store 


| does a large business in regulation items and also car- 


ries a large stock of boots for children. In the summer, 
the big items are gym and canvas casuals—all 
right along with toys in a toy store that grew out of a 


sold 


shoe store. 


Secret Weapon: Sincerity 


A SHOE business that treats customers as if they 
patients found that a plus 
$20,000 worth of modernizing, equals almost doubled 
volume. 

Correct Shoe Fitters, Inc.., was 
noted for professionalism and sincerity. the 
new location, the emphasis is still on orthopedic work 


were has new location, 


of Rutherford, N. J., 
Now, in 


rt P hed 
ft 10 BE one Weak 
Nemes?) 0 


on 


The emphasis ot Correct Shoe Fitters is still on professional fitting 
but the new store is air conditioned and more attractive 


and baby fitting but an air of chic has been added 
The new store, which is only a few doors up the street 
from the old, More emphasis 
has been put on the men’s department. 

Mrs. Florence Max, who started the business 13 years 
ago at the suggestion of her chiropodist husband, says 
her weekly gross at the new location is thus far twice 
that of the comparable weeks last year. 


is also air conditioned. 
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Stop-Go Business Cuts 
Boston Sales Volume 


BOSTON Boston's shoe stores 
closed their books on October with 
volume off approximately 9 per cent 
from their 1959 figure. 

This is an average, of course, in- 
cluding both high style stores and 
those specializing in middle-of-the- 
road styles and in all price ranges. 
Generally speaking, retail trade has 
been on a stop-and-go basis pretty 
much all this fall. Ultra high style 
outlets suffered more than those 
carrying the more conservative 
colors and patterns. 


70 Per Cent Black—While it had 
been predicted that black would ac- 
count for close to 60 per cent of 
October the percentage 
actually was closer to 70, at least 


business, 


in the case of five representative 
all of which had bought 
heavily in black suede and black 
smooth calf and kid. The remaining 
30 per cent divided 
equally among blue, red, brown and 
the having pro- 
moted most heavily by higher style 


stores, 


were about 


wreen last been 


stores 

Patterns were in limited variety 
all pumps and 
The former ranged all the way from 
inadorned types to those 
carrying a wide range of decoration 


yractically ties. 
} ’ 


plain, 


stitched vamps, buckles and bows 
being the best sellers. As the social 
season opened there was a call for 
dyeable fabrics. 


Several stores 
sale of 
heavily to 
any 


A Casual Demand 
that the 
contributed 


reported casuals 


had 
their 


more 


volume than in recent 
One retailer, in emphasizing 
this point, cited the fact that on one 
day alone during which 16 pairs of 
shoes had been sold, five pairs were 


and 11 wedge 


year. 


dress shoes were 
casual types. 

Despite the somewhat disappoint- 
ing fall figures, retailers who re- 
ported them were unanimous in say- 
ing that their current inventories 
were no higher than at this time 
year and would not prevent 
them from placing “normal” orders 
for spring merchandise. 


last 
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Warm Fall Nips Sales Hopes 


BALTIMORE 
continue to meet last year’s figures; 
some women’s shoe retailers are 
ahead of last year. In spite of this, 
however, retailers are not very en- 
thused about fall business because 
of the extremely unseasona|! 
weather. Except for a very few cold 
days, temperatures have been high. 
There has not been a long enough 
spell of cold weather to make any 
big difference in sales. 

In spite of the weather, one re- 
tailer does report good activity in 
fur-lined children’s slippers. 
Planned for heavy Christmas sales, 
the slippers found early acceptance, 
said this retailer. He is already 
checking stock in preparation for a 
reorder to meet Christmas demands. 
In general, however, children’s 
shoes have not been active. Dress 
sales are just now beginning and 
retailers report only mild activity. 


Shoe retailers 


Reorder Black, Green Casuals — 


In women’s shoes, reports are more 


encouraging. Reorders are being 


placed on black and green casuals. 
Suede casuals are picking up, with 
some retailers reordering browns. 

In dress shoes, black leather is 
the leading seller. There have been 
enough sales in black suede that re- 
orders are being placed. Briarwood 
is also selling well. Black leather 
with a 9/8 stacked heel is 
portedly doing well. For teenage 
girls, a 10/8 and 12/8 jet heel is 
number one. 


re- 


Triple Needles Gain — Retailers 
report an increase in sales of triple- 
needle toe styles; double-needle 
toes are still more popular. 

Velvet, gold and nappy fabric 
slippers are slated for holiday pro- 
motion. There’s been little activity 
in either slippers or boots so far. 

Men’s shoe retailers report con- 
tinued sales of black olive. Recently 
introduced peanut ex- 
pected to offer a new direction for 
promotion in spring, but Baltimore 
retailers see darker colors continu- 


colors are 


ing as sales leaders. 


What ll Sell? Triple Needles. Mid-Heels 


ST. LOUIS Women’s shoe re- 
tailers who shrugged shoulders dur- 
ing National Shoe Fair days and 
said, “Next spring’ll go all right, I 
guess!", are now showing a bit more 
enthusiasm. 

With the Chicago show a thing of 
the past, dealers are settling back in 
their stores to review and plan. Last 
month was “no jewel,” all agree, but 
ran equal to or slightly better than 
October of 1959. which saw 
a good September fade into a slow 
October, have picked up _ notably. 
3rushed leather flats are at present 
selling well in chamois and 


Casuals, 


loden 
colors. 

Beautiful fall weather here has 
put women in a plaid-suit frame of 
mind. Brushed flats, 8/8 wedges and 
12/8 stacked-heel walkers of black 
grained leather with thick cushion 
insoles selling as comfortable 
complements to sporty suits. 

Looking ahead a season, women’s 
shoe buyers see no pot of gold at the 
end of next spring’s rainbow. How- 


are 


ever, after appraising volume poten- 
tial this is what they see: 

® Women who previously bought 
double-needle pumps as the epitome 
of fashion will swing to triple-needle 
toes or sharper toes without hesita- 
tion in spring ’61. 

© Triple-needle pumps lower 
15/8 and 17/8 heels, not 
last spring, will move pairs for the 
woman who wanted triple needles 
then but did not want to teeter on 
23/8 or higher heels. 


on 
available 


® Women who considered double- 
needle toes too daredevil last spring 
will swing to them without hesita- 
tion in spring "61. As the volume 
fashion toe, double-needle patterns 
on low, shaped Louis heels and 15/8 
thin heels will pick up some extra 
business from the 14 and 15-year-old 
teenagers. St. retailers like 
the variety of heels they saw at the 
NSF and welcome the opportunity to 
fit some of the ‘“odd-ball” heights 
into their operations. 


Louis 





Retail Trade Report 





Milwaukee Reports: 


Here too, Triple Needles Sell 


MILW AUKEE — October’s retail 
sales produced an up and down pat- 
tern. There was enough zest in the 
good weeks, however, to push the 
area’s shoe volume about even with 
last year’s tallies. 

Plain opera pump sales are very 
strong, women’s footwear buyers 
report. A number of outlets are 
running successful promotions on 
opera pumps featuring side dips in 
both double and triple-needle toes. 
The triple-needle toe continues to 
capture interest in stores all over 
town. Buyers are placing the’r re- 
orders in anticipation of even 
greater acceptance of the stiletto 
styles. 


Action in Casuals—Casual shoes 
featuring 8/8, 10/8 and 12/8 
stacked heels are also accounting 
for a fair amount of retail action. 

Downtown salons also report 
healthy reorders on black calf. 
Black suedes are gaining momen- 
tum a little earlier than usual. 

Boot business hasn’t opened up 
as yet, due to lack of brisk fall 
weather. A fair volume of light- 
weight nylon have moved 
across sales counters, however. Fa- 
vorable reports stem from salons 


boots 


promoting hee] dress boots in the 
better price brackets. 


The Best Since '54—Buyers claim 
that last year’s boot business was 
the largest since 1954. As a result, 
many of them doubt whether basic 
boots will move as well this year. 
Demand for dress and fancy boots, 
however, is expected to be for- 
midable. 

Men’s shoe departments are mer- 
chandising an increasing volume 
of the versatile “wear with every- 
thing” dark hues. The longer, nar- 
rower men’s last is coming to the 
foreground. Tap soles and cuban 
heels in slipons are in heavy de- 
mand in the stores catering to the 
younger, style-conscious male trade. 
Demand for ornamentation and me- 
dallions on the male teenage foot- 
wear is declining, as these custom- 
ers begin to ask for a little more 
subtleness in their footwear styling. 

Children’s footwear dealers claim 
they are running close to last year’s 
sales figures. Nylon velvets are the 
major item in young girls’ shoe vol- 
ume. Straps have fallen in popular- 
ity, as dealers note a heavier pref- 
erence for ties in misses’ 
and up. 


sizes 


In Chicago, Double Needle Sales Hold Firm 


CHICAGO — Colder weather in 
Chicago has brought a welcome up- 
surge in the shoe business. The in- 
crease, however, is hardly a boom, 
but retailers hope continued good 
business will cancel out the lowered 
grosses brought on by recent mild 
temperatures. 

Black is still the strong favorite 
in women’s shoes. A $12.95 cherry 
red pump with a 24/8 or 19/8 heel 
is finding good acceptance in Mar- 
shall Fields’ budget shop. There is 
also a strong tendency toward neu- 
tral tones. 


Bone Again?—Bonwit Teller fea- 
tures strawberry, green ice and 
bone pumps at $21.95 for winter 
wear. One dealer is very impressed 
with the sale of bone at $12.99 to 
$14.99. He is ordering this color in 


strong quantity for spring. Demand 
for navy is small. Mid-heel heights 
and stacked heels are strong, but 
women are holding fast to the 
double-needle toe. 

Nylon velvets at $6.99 to $7.99 
are still a heavy favorite with sub- 
teenage girls. Some complaints, 
however, are being heard that this 
shoe is more difficult to slip into 
rubber shoes. 


Mounting Preferences — More 
than at any time in three years, 
men’s preferences are mounting for 
high-tongue slipons. Those with 
boxer elastic collar gores, selling 
for $12.95 to $14.95, are most in 
demand. Men want toes to be more 
modified, in handsewn moccasins, as 
a compromise from narrower 
Italian styling. 


Coffee Cream Offers 
Volume Possibilities 

ATLANTA—A lot of buyers and 
sellers in the South appear to be bet- 
ting on the possibility of sales fol- 
lowing in the pattern of last year's 
successful promotions. This 
year they say it will be another bone 
family—coffee cream. 

At the Atlanta show, this 
got top attention as dealers from 
throughout the South mulled over 
what to buy. 

But the old-timers who have seen 
many a spring roll by say don't sell 
black patents short. Down through 
the years they’ve been around the 
top spot and the old-timers predict 
the same thing taking place 60 days 
from now, and even later. 

Meanwhile, continues 
rather spotty throughout the South 
Even though they report 
picking up a bit, dealers freely ad- 
mit they don’t look for much of an 
upturn until the holidays and the 
first of the vear. 

For the fall trade, it is still black 
with running next. Triple 
needles are strong. Blues, as one 
Virginia dealer put it, “have died.” 


bone 


color 


business 


business 


brown 


Green Gains Acceptance 
In West Coast Shoe Stores 


SAN FRANCISCO In women’s 
shoes black is still in greatest de- 
mand here with browns in 
spot and two-tone combinations fol- 
lowing. Green is growing in popu- 
larity, with a large variety of other 
shades being shown to attract the 
shoppers’ eyes. 

H. Liebes has a showing of sleek 
dancing pumps in champagne, gray, 
brass and black luster calf, all at 
$18.95. This store is also attracting 
customers with its promotion of 
colorful jeweled clips to be attached 
to their apron-front pumps. They 
come in a variety of designs, giv- 
ing buyers a “clip wardrobe” to be 
changed as desired, each one giving 
the shoe a different look. 

Men’s shoe departments all re- 
port good business with about 60 
per cent of the demand being for 
the moccasin toe. Both slipons and 
the 3-eyelet tie models are going 
well. Several stores report excellent 
business in the soft leather, foam- 
cushioned casuals in the $12 to $15 
bracket. 


second 
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Bone and Light Tans Sell Strongly at Atlanta 


The Southeastern Shoe Travelers’ 
spring showing was held concur- 
rently with the National Shoe 
Fair. Attendance was down, but 
not so much as expected. 


By ROBERT H. BROWN 
ATLANTA—Spurred on by suc- 
cesses last spring and summer, the 
southern industry will take 
fling at bones, along 
and pastels with 
all in and 


shoe 
big 
light tans 
trims 
triple needles. 

In the. light 
the coffee 

was get- 
ting a good play 
at the South- 
eastern Shoe 
Travelers’ 
spring showing. 
Dealers feel 
this give 
some variety to 
the bone family 
since it is dark- 
this 
bones 


another 
with 


compose double 


tans, 
cream 


will 


er while 
year's 
appear to be 
lighter 
Still, 
patents 
the big 
With 
taking into con- 
sideration the 
fact they had 
had spotty busi- 


black 

were 
seller. 
dealers 


Atlanta show. 


Hibbs and Haskell 


ness in the several weeks before the 
show, they knew they can sell patent 
pumps the year around. 


Cautious Buying—Even though it 
ran simultaneously with the Na- 
tional Shoe Fair, the Atlanta show 
was far from as disappointing as 
predicted. Attendance 
almost normal. But with eco- 
nomic conditions not of the best, 
everyone admitted buying was very 
cautious. Unable to obtain other 
dates in all the Atlanta hotels, the 
management had no other 
alternative but to run concurrently 
with Chicago: 

Pairage, it was generally agreed, 


some had 


was 


show's 
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Most retailers had declin- 
ing sales in September and Octo- 
ber, and they were skeptical. They 
were buying only a few pairs at a 
time. Also affecting the market 
here was the fact that spring lines 
had been out for some time. The 
early Miami Beach show was a fac- 
tor. 


was off. 


A Bone Season—That the South 
will have another bone season was 
quite apparent from the styles 
shown in all price ranges and in 


Visiting buyers from Tennessee and Virginia get acquainted at the 
Left to right: 
Harsbarger, Cleveland, Tenn.; Joe Rudman, Martinsville, Va.; W. R. 
Wells, 
Globeman's; the others are with the Miller organization in Tennessee. 


P. A. Rumer, Athens, J. D. 


Tenn.: 


Greeneville, Tenn. Mr. Rudman is with 


all styles. All dealers were includ- 
ing bone in their budgets. Brown 
tones were doing very well, too, in 
all ranges, but the coffee creams 
looked like the promotional item 
for spring. In higher-priced lines 
the pastels were sought for 
same purpose. 


the 


jones played a part in the pas- 
tels, too, being used as a part of 
the compose trims. For example, a 
with moth and smokestone 
patch, or strip; and a spendthrift 
green with a strip of bone across 


bone 


the front. Basketweave, flowery de- 
signs on pastels were being taken 
by Florida sources. 


Accent on Triple Needles—Triple 
needles were almost everywhere ex- 
cept in the more conservative lines. 
There, double needles got the play. 
All were closed. Heels ranged as 
high as 2344/8. It is felt that the 
use of slender, pointed lasts, with 
squared throats, will result in slim- 
mer looking feet. 

Stepins were all that buyers will- 
ingly looked at. Straps were very 
poor and displays of these were 
confined mostly to casuals for the 
older woman. In casuals the little 
stacked heels did well. 

At this show it appeared white 
might be slipping a bit, except in 
the more expensive lines. Blues are 
dead, said one Virginia merchant. 
Reds have slowed and beige is not 
what it once was. A few lilacs and 
orchids were booked. 
the men’s 
black was still top boy, but 
with more points than ever and 
slimmer looks. Loafers, of course, 
in all styles were still champs, but 
there more interest than in 
previous showings for two-eyelet 
These also were in light, thin 

Pebble grains in these light- 
weights were good, 
pressed alligator in one case. 

Winkle pickers looked 
some of the “flash” trade: 


Points for Men — In 
lines, 


was 


ties. 
soles. 
and so was 


good for 


Southeastern Officers 


E. L. Miller’ of. Pari “American 
Modes, Inc., was ‘re-elected presi- 
dent of the South@astern Shoe 
Travelers duriny the recent show in 
Atlanta. Dick Kind of -Midwest 
Footwear, Inc., is vice-president; 
Edward Bomar of the Naturalizer 
division, Brown Shoe Co., is secre- 
tary, and Ted Hinds of Mutual Shoe 
Co. is treasurer. 

Ray Hunnius of Johnson-Steph- 
ens-Shinkle was added to the board 
of directors, along with T. M. John- 
son, International Shoe Co.; Neil 
Lambur, Natural Bridge division of 
Craddock-Terry Shoe Corp., and 
Bill McConnell, Clark Shoe Co. 





Retail Merchandising 





Thompson-Boland- Lee Seeks “Young Moderns’ 


ao tre e 





The result was, we were not giving 
these lines the attention we felt we 
should—especially for the young 
women who were not accustomed to 
paying higher prices.” 

To attract attention to the new 
shop, the store is using extensive 
newspaper copy. In addition, a 
first-floor open display shows sam- 
ples of most of the styles carried 
in the new shop. 

“It’s going to take time to get 
the young customer upstairs,” Mr. 
Boland said. But he noted that the 
popular price items on the second 
floor are beginning to move 


Children’s Section Moved — The 
Young Moderns Shop is finished 
conservatively in light oak. To 


The atmosphere is dignified in second-floor setting of Thompson-Boland-Lee's new Young esate room for it on the nd 
F > “oO ° t ‘ > 2P°CO 


Moderns Shop. Spiked heels combine with flats, small heels and skimmers in a section 
where moderate prices are the rule. Children's department is to the rear. floor—long the site of the chil 


dren’s department — Thompson-Bo- 
ATLANTA — Thompson-Boland- buying easy for the girl in a hurry. land-Lee moved the latter section 
Lee is looking to the “young mod- In the past, young moderns’ shoes to the far end of the building and 
erns” for new business after open- were integrated with more expen- redecorated it in gray and white. 
ing a special second-floor section at sive lines. The working girl had to The stuffed fish that had adorned 
its downtown store to accommodate shop alongside older women with the walls of the children’s section 
this group. The department, part more leisure time. were moved to the new location. 
wtbes geen et ot — Formerly on Ist Floor — “For The first floor also was remod- 
about $100,000, is aimed at working years” explained General Manager eled, creating an enlarged handbag 
girls, college coeds and the older Oscar Thompson, “we had these bar that extends across the front 
teenagers. $12.95 shoes on the first floor along of the store from the entrance to 
In opening it, the store sought to with the others. But naturally the an elevator. To make room for this, 
place more stress on the $12.95-and- salespeople were more interested in a cashier and wrapping counter 
under bracket and to make shoe selling something more expensive. was moved further back. In each 


<< 
] 


. 


Thompson-Boland-Lee's downtown handbag department, double its cases feature shoes as well as bags. Each case has an overhang 
former size, extends from front entrance to elevator. The sectional from the ceiling. Store's general manager was the designer. 
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of three showcases, arranged in a 
continuous row, shoes occupy the 
lower portion and bags the rest. 
Each case has illuminated over- 
hangs. Fluorescent tubing lights 
the compartments. Oscar Thomp- 
son himself designed the handbag 
section. 


Stockroom Is Shifted — To pro- 
vide more selling space at the rear 
of the main floor, the stockroom 
was shifted further back. This left 
seating room for 100 customers, not 
including the men’s area, which 
was enlarged. Open cases, 
each with its own lighting system, 
display almost every style of wo- 
men's shoe in stock. 

The first-floor men’s section, 
twice its former size, is set off from 
the rest of the floor by wall panels 
of stained cherry. The chairs are 
mahogany with a light-colored fab- 
ric. Stocks were moved to a shelv- 
ing area just to the rear. 


Belief in Downtown — On both 
floors, ceilings are lower than be- 
On the first, the lower level 
accents the lighting, which consists 
of teardrop lamps. 

The company’s $100,000 expendi- 
ture is considered proof of its be- 
lief in retailing, in an 
age of center selling. 


ale 
a:80 


fore. 


downtown 
shopping 





Ripple Honors Retailer 


rag 


Irving D. Brown (right), president of the 15- 
unit Coward Shoe, Inc., accepts Ripple Sole 
Corp. “Hall of Fame" plaque from Nathan 
Hock, inventor of the Ripple Sole, during 
Chicago ceremonies. Mr. Brown was cited for 
“foresight, leadership and promotional skill." 
His company was one of the first to promote 
the Ripple Sole. Receiving a similar award 
was Joseph S. Stern, Sr., board chairman of 
U. S. Shoe Corp. 
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‘Designing Woman’ Showing Draws 


NEW YORK—Delman’s Salon at 
Bergdorf Goodman launched the 
gala season by introducting its new 
“Designing Woman” collection, 
which includes the most opulent 
evening shoes imaginable. The 
price range: from $50 to $235 a 
pair. 

Each Delman design, 
from a fabulous hand 
bead-encrusted shoe to 
a hand-painted pump, 
can ordered in a 
near-infinite variety of 
colors and com- 
binations. 

Highlights of the 
group include: the Fire- 
bird, “paved with bril- 
liants and beauty-spot- 
ted with velvet”; hand- 
woven, cut velvet rib- 
bons in ombre’d stripes; 
personalized hand- 
painted pumps in delicate floral 
pastels; and a selection of black 
satin evening pumps with provoca- 
tive black lace treatments. 


be 


color 


styling, 
These 


The spotlight was on the piece 
de resistance, the Midnight Safari 
series, with thousands of minute 
stones put together to give the look 
of luxurious furs such as zebra, 
leopard and tiger. A Delman-de- 
signed evening bag may be detailed 
to complement many of these shoes. 


Kitty Kelly Chain May 


NEW YORK The Kitty Kelly 
Shoes chain expects to grow from 40 
stores to between 50 and 55 in the 
next two years, according to Benja- 
min Kellner, president. 

Under present plans, all the new 
stores will be in the downtown areas 
of large cities and in large regional 
shopping centers with a major de- 
partment and parking space 
for at least 5,000 Each is 
being planned to gross more than 
$300,000 a year. 

Mr. Kellner said the company is 
also considering a public of 
stock. At present it’s a closed cor- 
poration. 

In connection with the expansion 
program, the company 


store 


autos. 


issue 


has elected 


At Delman’s, all the customer has 
to do is select the plain pump 
(these are available in three sil- 
houettes, from oval taper to the 
needle toe, and in three heel 
heights, low, mid and high), then 
the she wants. It 


choose colors 


Delman's Midnight Sofari series, with tiger, zebra and leopard 
offers “the look of luxurious furs at your feet.” 


three are priced from $215 to $235. 


takes 10 days from the purchase to 
delivery of the finished shoe. 

The idea was inspired by Arpad, 
internationally famed designer, and 
3ergdorf Goodman customers have 
responded to the entire group with 
enthusiasm and excitement. A Del- 
man spokesman said multiple-pair 
orders were written from the very 
first day. In fact the first four cus- 
tomers together bought $10,000 
worth of shoes. 


Increase to 55 Stores 


Sidney A. Charney as executive vice- 
president and promoted Israel 
Blinder to merchandise manager. 
Mr. Charney formerly was general 
manager and Mr. Blinder 
hosiery buyer. 


was 


In other personnel changes, Ben- 
jamin Brody, formerly of Wise 
Shoes, has been appointed assistant 
to the executive vice-president; 
Ronald Goodman, formerly of Bond 
Clothes, manager of the credit de- 
partment, and Bernard Hann, pre- 
with Wertheimer Depart- 
ment Store, New York, hosiery 
buyer. Harry Cohen, a new buyer, 
has been elected a vice-president. He 
was formerly a stylist and sales rep- 
resentative for Jamey Shoe Co. 


viously 





Shoes Associated Looks 
For Early-Spring Upturn 

CHICAGO — An upturn in shoe 
retail in early spring 
predicted by members of Shoes As- 
sociated, Inc., which represents more 
than 100 shoe retail operations in 
the U. S. 

Harry Fontius, Jr., of Denver's 
Fontius Shoe Co., is president of the 
group, which met in Chicago at 
National Shoe Fair time. It will 
meet again in the spring in Seattle. 

O. M. Pick, vice-president of 
Florsheim Shoe Co., spoke to the 
on the changing shoe 
image, and Sumner Gerstein, sales 
manager of Green Shoe Manufac- 
turing Co., discussed the changing 
patterns in children’s shoe business. 
Mrs. Dorothea B. Warren, executive 
vice-president, reported on a recent 
Visit to the Orient. 

In attendance, besides Mr. Fontius 
and Mrs. Warren, were Albert 
Wachenheim, Imperial Shoe Store, 
New Orleans; Max Streicher, Strei- 
cher’s, San Diego; George Hess and 
Thomas Hess, Hess Shoe Co., Balti- 
more; Lloyd and Eimer Nordstrom, 


business is 


Associates 


Nordstrom's, Seattie; J. Birney 
Crum and Douglas Deitrich, Wea- 
therhold & Metzger, Allentown, Pa.; 
Harold Volk, Langston and 
Richard Lombardi, Volk  Bros., 
Dallas; William Storm, Storm’s 
Shoes, Wilmington, Del.; James P. 
Orr, Potter Shoe Co., Cincinnati; 
Gilbert Hahn and Harry Hahn, 
Hahn's, Washington, D. C., and 
Richard Hofheimer, Hofheimer’s, 
Norfolk, Va. 


Louis 


Chains Sign Union Pact 

LOS ANGELES—New 
contracts providing for wage hikes 
were signed recently by the AFL- 
CIO Retail Clerks Union and three 
major shoe chains operating 300 
stores in southern California. The 
chains are GallenKamp Stores, 
Karl’s Shoe Stores and _ Kirby’s 
Shoe Co. 

Joseph T. DeSilva, spokesman for 
the union locals, said the pacts call 
for a $3.50 average weekly pay in- 
crease retroactive to Feb. 2, 
a new system of commission pay- 


two-year 


last 


ments, plus improvements in holi- 
days. 





SAME D 


ON 


Made to specifications of official 
drill teams and bonds. Top 
quolity—made on boot lasts. 


5!/2-8. . $4.00 

512i—Sizes 8!/2-12. .$4.20 

5122—Sizes 12//-3. $4.45 

*5323 (Stitch down) 
Sizes 4-9 

5323 (Littleway) 
Sizes 4-9 

*Size 10 


5111—Sizes 


$5.75 


$6.25 
35¢ extra 


BERNED SHOE COMPANY 


Ay SERVICE 


John Nordstrom Receives 
Award from Ripple Sole 

SEATTLE—John W. 
89-year-old president of Nordstrom 
Shoe Stores, was presented with a 
“Shoeman of the Century” award by 
Nathan Hack, inventor of the Rip- 
ple Sole, at a luncheon here. 

The Ripple Shoe Hall of 
Mr. Nordstrom 
true of the Northwest 
whose life has been an inspiration 
to the entire shoe industry.” 


Nordstrom, 


Fame 
award cited as “a 


pioneer 


Nordstrom’s in Yakima 
YAKIMA, WASH Nord- 


f 


strom, grandson of the founder of 


John 


Nordstrom's Shoe Stores, has taken 
over the management of the newest 
addition to the chain, in this city 
Nordstrom's 
the Kohls 
that name 
name 
strom’s 


recently purchased 
Co. It will 


1962, 


retain 
when the 
Nord 


Shoe 
until 
will be changed to 


the 


and entire store 
modeled 

This is Nordstrom's 20th store or 
the West Coast, 


sion east of the Cascade Mountains 


and its first expar 


Your Customers 
Buy Good Shoes 


re 
-4 b. 


EY DESERVE A QUALITY DRESSING 


MELTONIAN 


No Service 
Chorge for 
Smoll Orders 
Extro Colored 
Tossels, 25¢ pr. 


Sth A 


207 Essex Street, Boston 11, Massachusetts 


SALOMON & PHILLIPS 


ve New York 16, N. Y 
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¢ About Shoe People 


COMPANY-SHARING: Several! 
years ago, York, Pa., shoeman Mah- 
lon N. Haines turned over about a 
third of the stock of his prosperous 
wholesale-retail business to his em- 
ployees. Now, retiring at age 85, 
Mr. Haines has turned over the 
whole business—worth about $350,- 
000—to his staff. The gift, in the 
form of stock in the Haines Shoe 
Co., includes the wholesale 
ness, two stores owned outright, an 
apartment and 20 retail 
stores in rented buildings in Penn- 
sylvania and Maryland. Shares 
distributed the of 
years of service. 

o 7 7 

FIFTY YEARS IN FOOTWEAR: 
Elias Hollenberg, owner of the 
Enna Jettick Shoe Store in Jersey 
City, N. J., has marked his 50th an- 
niversary in retailing. Mr. 
native of Austria, 
came to the U. S. at age 15, has six 
children, 12 and 
three great-grandchildren. One son, 
Albert, helps run the store. 

* * a7 

APPOINTMENTS: Herbert Sch- 
lote, a 25-year veteran in shoe re- 
tailing, has been made buyer for 
children’s and women’s Boulevard 
Shop shoes at May-D&F Co., Den- 
ver. He joined the company in 1948 

.. Wayne Weldon, formerly with 
the downtown Ralph’s store in Mo- 
bile, Ala., has been named manager 


busi- 


house 


were on basis 


shoe 
Hollenberg, a 


grandchildren 


Se rats 


retailer and winner of a Rambler sedan at the National 


Don Waegner (left), Aurora, Iil., 


of the firm’s Spring Hill branch.... 
The new Miles unit in the Parkway 
Plaza Shopping Center, Winston- 
Salem, N. C., is managed by Donald 
R. Halsey, while M. B. Branch 
manages Phillips’ Shoes. 

* a . 

“WINGED FOOT” WINNER: For 
“outstanding ser- 
vice to the Na- 
tional Shoe Retail- 
ers Assn. in 1960,” 
Christopher C. 
Poplin of Rome, 
Ga., has received 
NSRA’s Winged 
Foot Award. Pre- 
senting it in Chi- 
cago was Louis 
Liebson, associa- 
tion president. Mr. 
Poplin has been a member of the 
NSRA board of directors. 

7. 7 - 

LIFETIME DIRECTORS: The 
National Shoe Manufacturers Assn. 
paid tribute to two former directors 
by electing them lifetime honorary 
directors. The two are Robert C. 
Erb, president of Melville Shoe 
Corp., New York, and Louis H. Sal- 
vage, president of Louis H. Salvage 
Shoe Co., Inc., Manchester, N. H.... 
Meanwhile, Frank Ripple of Mil- 
waukee Shoe Co., Sturgeon Bay, Wis., 
added to the regular NSMA 
of directors for a two-year 


Cc. C. POPLIN 


was 
board 
term. 


Shoe Fair, watches as the name of a second auto winner is picked. Doing the choosing are 

Edward McDonald, executive vice-president of National Shoe Retailers Assn.; Thelma Hen- 

nessey, director of fashion and publications, and Iver M. Olson (right), director of marketing 

ond research for National Shoe Manufacturers Assn. The second Rambler went to Charles 
Lewin, owner of a juvenile shoe store on Chicago's S. Halsted St. 
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Harold Gessner (left), retiring chairman of 
the National Shoe Institute, receives citation 
from the new chairman, David W. Herrmann, 
lauding Mr. Gessner's services during his 
year as chief spokesman and leader of the 
industry's promotional activities. 


OUTSIDE ISCO: Dr. George L. 
Herpel, director of management de- 
velopment for International Shoe 
Co., has been named the first direc- 
tor of the new St. Louis Manage- 
ment Institute. The Institute will 
offer courses in job simplification, 
general communications, manage- 
ment development and supervisory 
training, and _ interviewing and 
counseling ... Charles A. Mueller, 
assistant director of advertising for 
International Shoe, has been elected 
to the board of governors of the 
Advertising Club of St. Louis. 

— J — 

OTHER APPOINTMENTS: Mor- 
ris Herman has been named mer- 
chandise manager of Duane’s Shoe 
Stores in the Long Island area, the 
Manhasset (N. Y.) Bootery and the 
Westchester Bootery in the Cross 
County Shopping Center, Yonkers, 
N. Y. ... Jimmy Taylor has been 
promoted to district manager for 
United Shoe Stores, supervising all 
of Mississippi and eastern Louisi- 
ana. ... James Ireland, Jr., after 
five years in the women’s salon of 
Neusteters downtown store, Denver, 
has been named manager of the 
women’s and children’s shoe depart- 
ments in the company’s Cherry 
Creek store. 

a se 

CLERKS’ CONTEST WINNERS: 
Kenneth Chatfield of Wilson Shoe 
Store, Muscatine, Iowa, is the grand 
prize winner in a retail clerks’ con- 
test sponsored by Tober-Saifer Shoe 
Manufacturing Co., St. Louis. Mr. 
Chatfield gets a one-week, expense- 

(CONTINUED ON NEXT PAGE) 
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paid vacation for two in Miami. 
Max Lucas of the Shoe Corral, Tuc- 
son, Ariz., was awarded the second 
prize, a portable television set. The 
contest involved cartoon caption- 
writing. 


In Allied Fields... 


ART EXHIBITOR: Miss Jean 
Olds, fashion director for the tan- 
ning firm of E. Hubschman & Sons, 
Inc., recently exhibited her water- 
color paintings and woodblock 
prints at the Pen and Brush Club, 
York. Many of the pictures 
were of flowers and showed a fresh- 
and delicacy of design and 
color which reflected the influence 
-—but with a difference—of the 
Chinese art which Miss Olds has 
studied for several years. 


New 


ness 


o 

BUSY WEEK: Arthur Berk, son 
of Harry Berk of Ben-Berk Fashion 
Creators, New York shoe stylists, 
recently became the father of a 
third daughter, Beth Ann. A few 
days later, he was admitted to the 
practice of law in Florida. He’s an 
honor graduate of Yale Law School. 





e Deaths 


BABE SMITH, 70, owner and 
manager of the Fair Park Shoe 
Store on Dallas’ Exposition Street 
for more than 50 years, died Oct. 
15 after a long illness. 


MRS. JEANETTE F. LAVIGNE. 
54, who operated the Lavigne Shoe 
Mart in Laconia, N. H., with her 
husband Leo, Oct. 4 after 
short illness. 


died a 


HERMAN R. LAU, operator of 
the Lau Shoe Store at 5631 Michi- 
gan Ave. on Detroit’s west side 
from 1904 until he retired in 1953, 
died Oct. 12 in Detroit. He was one 
ot the few shoemen to achieve politi- 
cal office here, being elected treas- 
urer of Wayne County for 1931-33, 
after serving some eight vears as 
deputy treasurer. 


CHARLES F. PROBASCO, 65 
former shoe retailer in Champaign, 
Galesburg and Eureka, Ill., died 
Oct. 25 in Eureka. For the last five 
years he was associated with the 
shoe department at Block & Kuhl 
Co., Peoria, Ill. 


CLAY JOHNSON, 69, owner and 
proprietor of the Johnson Booterie, 
Vincennes, Ind., from 1929 until his 
retirement in 1950, died recently. 
His sons Robert and Jack, who are 
among his survivors, are carrying on 
the business. 


PETER McKELVIE, retired 
shoe store operator in Manchester, 

H., died Oct. 21 after a long ill- 
ness. 


a 


FRANK CONKLIN, 70, former 
owner of Bo-Peep Shoe Polish Co., 
died in Chicago, Oct. 17, apparently 
of a heart attack. 


who 
Co., 


WILLIAM R. WILSON, 62, 
served with International Shoe 
St. Louis, in a variety of capacities 
for 37 years, died Oct. 22 following 
a heart attack. One of his jobs was 
heel purchaser in the last, 
heel design department. 


sole and 


LEO LEMELIN, 45, superinten- 
dent of the shoe department of the 
Diaper Jean Manufacturing Co., 
Denison, Tex., died He 
had been in the shoe business since 
was 16. 


recently. 


he 


OOST in the BOOMING DANCE § 
sell the biggest name brand 


_=PANSHI NS" 


All Popular Constructions 
CHILDREN’S TIGHTS 

Full Fashioned 

Non-Run Full Fashioned 
Seamless Run-Resist 
WOMEN’S SIZES in same 
constructions as above 

LEOTARDS styled with long 

and short sleeves, scoop 
Sand high necks 

2 for Children 

for Women 


t 


DANSKIN, INC. : 


Nationally Advertised in Parents’, Se 


full fashioned and seamless 


TIGHTS, LEQTARDS & TRUNK 


knit of pAwsofr stretch nylon 


Danskin’s tremendous popularity in the dance 
field, Danskin’s recognition for finest quality 
and perfect fit by America’s dance schools and 
dance professionals, gives you the kind of ac- 
ceptance that speeds up sales! Many new colors 
available, and new styles in leotards, too. Sup- 
plied in transparent self-selling packages, for 
compact display. 


NO INVENTORY PROBLEM — your orders deliv- 
ered immediately from our factory. Write for 
Illustrated Catalog B-11. 


S 


favorites 
for all day- 
every day, 
too! 





. Dance, Mad 
Ski, Skiing, Skating and the N. Y. Times Magazine 


37 Fi fth Avenue, New York 16,N.Y 


TRIUMPH HOSIERY MILLS 


u 
*O. 2, 


S. PATENTS HO. 2,69 
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What's New 
The Rugged Look 


Styled for wear on potio, tennis court or 
boot, ‘Bayport’ casual for men is made of 
rugged fabric with a burlap fook and heavy 
hemp binding. It has o crinkled crepe sole 
and cushioned insole. Available in favorite 
mix and match colors: loden green, men's 
gold, beige and block. Men's sizes 8-14 
narrow: 6-14 medium; holf-sizes except 12!/, 
and 13'/2. A Red Ball Commodore by Mish- 
awoko Rubber Co., Inc., of Mishawaka, Ind. 





Cellular Sole for Infants 


Is Flexible and Uniform 

A NEW engi- 
neered for the infants’ shoe field is 
Tire 


sole especially 
marketed by 
& Rubber i} 
Infa-Flex, the 
tages in softness, 


being Goodyear 
Akron, O. Named 
offers advan- 
flexibility, qual- 
uniformity of appearance, 
and workability, 
cording to F. R. Evans, general 
manager of Goodyear’s shoe prod- 


sole 


ity and 


practicality ac- 


ucts division. 


Selling in sheet form, the new 





T-Strap with Ripple 


Ripple Sole, T-strap sandal is a new addition 

to the women's line of P. W. Minor & Son, 

Inc., Batavie, N. Y. It's available in slim, 

narrow, medium, wide and extra-wide, in 
black, bone and white. 
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sole of cellular material is a uni- 
form product that can be applied 
by conventional shoe manufactur- 
ing methods, Mr. Evans said. It 
can be stitched or cemented, and 
smooth finished edges are easy to 
achieve. 

The new soling is finished in a 
traditional “nappy” surface, in- 
tended to last the lifetime of the 
sole. It is currently available in 
chrome retan and white, the latter 
a “‘white-white” exactingly matched 


to the uppers. 


FLEET=AIR 


SHOES FOR CHILDREN 


Write today 


to learn what 
VOTAN ‘“SurceSoLe” 


with G-C-P”’ can 
do for YOUR 
SHOE SALES! 


Fashion in Corduroy 


"Leopard Corduroy” print is fashion news in 

Bristolite casual tie on needlepoint last from 

Bristol Mfg. Corp., Bristol, R. |. Other fea- 

tures: drill linings for summer and flannel 

for winter; completely washable faille bind- 
ing and “arch cookie’ inserts. 





by 
EBY SHOE CORPORATION 
Aucther Fine Line 


that carries 


VOTAN ‘“Suvrer Sore” 
for 
LONGER WEAR, 
FLEXIBILITY, 
RESISTANCE to 
WATER-and- PUNCTURES, 
SHAPE RETENTION. 


> L 
é AS 


curs 


LEATHER 
-plus! 


VIRGINIA OAK TANNERY SALES CORPORATION 


27 SPRUCE ST 


in Conede by STAROMORE & CO 


NEW YORK 38,N.Y 


limited, Acton, Onterie 





e Retail Openings 


Martin’s, one of the leading de- 
partment stores in Manchester, 
N. H., has cpened a discount family 
shoe department on its first floor. 
The initial stock included some 6,- 
000 pairs of Navy oxfords pur- 
chased from the Canadian govern- 
ment and offered at $5.97 a pair. 

o . a 


National Shoes, Inc., still intent 
on its goal of 200 stores by early 
next year, reached the 176 mark 
with five openings. The first two 
were in the Riverside Shopping 
Center, Danville, Va., and the Wil- 
low Lawn Shopping Center, Rich- 
mond, Va. A week later, National 
stores opened in upstate New York 
at the Harte Haven Shopping Cen- 
ter, Massena; the Mohawk Acres 
Center, Rome, and the Stuyvesant 
Plaza Center, Albany. 

o . e 

Marco Shoes, Miami area retailer 
which finished among the top five 
firms in the latest “Brand 
Name Retailer - of - the - Year” 
tional competition, has opened a 
family-type store in the Cutler 


shoe 


na- 


Ridge Regional Shopping Center. 
Mr. and Mrs. Maurice Marco have 
five other stores in Greater Miami. 
As an opening-days special, Marco 
sold 150 pairs of women’s casuals at 
48¢ a pair—‘one 
tomer.” 


pair to a cus- 

The new Cutler Ridge Center is 
south of Miami on U. S. Route 1 at 
Caribbean Blvd. Other shoe outlets in 
the center are Richard Department 
Store and a Butler's unit. 


O'Connor & Goldberg, 
area chain, has reopened its store 
at 59 W. Madison St. Height of the 
front windows was increased and 
the interior was remodeled and re- 
furnished. 


Chicago 


The Big Ben Self-Service dis- 
count shoe chain grew to 20 units 
with the opening of three stores in 
the Chicago area, at 6500 S. Hal- 
sted St., Diversey and Milwaukee, 
and 7604 W. 63rd St. in Argo-Sum- 
mit. The chain plans continued ex- 
pansion in 1961. Commented 
Kostel, head of the Big 


Ben 


gen organi- 


zation, “It is our firm belief the 
decade of the '60s will see self-ser- 
vice retailing of shoes become the 
rule rather than the exception.” 
. e om 

Konik’s Berwyn Shoe Store, Inc., 
a family-type operation in Berwyn, 
lll., awarded several prizes in con- 
nection with its grand opening af- 
ter a complete remodeling and mod- 
ernization. Milton Brickman and 
Friedman have been co- 
owners of the store since 1954. 


Joseph 


Pic-Way Self Serve Shoe Marts 
remodeled and air-conditioned a 
building at 3560 N. High St., Co- 
lumbus, O., at a cost of $10,000, 
for its third 
the city. Edward 
ages the 5,500-sq.-ft. 
has a 40-car parking lot. 


self-service outlet in 
Galloway man- 
store, which 


. . 
Karl's Shoe Stores, which oper- 
300 outlets in 14 
two 


ates western 


states, added giant semi-self- 
service units in Albuquerque, N. M., 
Nov. 1. One is a 150 x 75-ft. store 
at 4130 Fourth N. W., the other a 
64 x 140-ft at San Mateo 


and Lomas N. E 


structure 





More with 
Modern 


MORE MARKUP 


with the versatile UTILITY ARCH SUPPORT j— 
—the finest adjustable moided arch support 


on the market. 
credibly low price. 


*See us ot PPSSA—Hotel New Yorker—Room 2027 
See Your Local Jobber About The Complete 


Incredibie quality at an in- 
The mark-up is there in 
every pair. Send for FREE SAMPLE Today! 





WELLCO SHOE CORP. Waynesville, North Carolina 





Cancellation Shoe Stores 


SEE LOIS FIRST 


FOR LOWEST PRICES 


On Shoes That Retail From $12.95 to $50.00 


at savings of 30-60%, 


WOMEN’S NATIONALLY BRANDED FOOTWEAR 


(14 you are outside franchise areas) 


MOST MODERN SHOE JOBBING HOUSE IN AMERICA 


Line of Modern Merchandise, the fastest 
moving Orthopedic Line in the Country — 


or write 


ODERN ORTHOPEDIC APPLIANCE CO. 
584 Broadway, New York 12, N. Y. 


PPSSA—Rooms 1636-37—Hotel New Yorker 


Shoe Company 


STREET, BOSTON 11, MASS 
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Manufacturing Report 





NE Orders Suggest 
Black Patent Easter 


BOSTON—Although initial spring 
orders booked to date by New 
England manufacturers are reported 
to be smaller than in past years, fill- 
ins for late fall and winter have kept 
many factories comfortably busy. 

Early spring orders for women’s 
dress shoes, with deliveries ranging 
from January to mid-March, 
show that black patent, as usual, will 
be depended on most heavily for 
Easter selling, followed by bone, a 
slightly grayed beige and red. These 
are the bread and butter colors. Pro- 
motional hues and 
lilac. 


late 


include greens 

Sharply pointed toes are the rule 
rather than the exception although 
some factory stylists believe that a 
blunter toe, squared, will 
also be good in some parts of the 
country, notably the Far West and 
Southwest. 

In men’s 
preponderance of demand for slipons 
in black and medium brown—some 
obviously designed for casual wear 
and others equally obviously in- 
tended to supplant the oxford as a 
street and business shoe. 


perhaps 


shoes, orders reveal a 


Patch sandals will continue to be 
the best bets in juvenile footwear, 
although here, too, black patent for 
dress wear will contribute to the ex- 
pected volume. 
the Northwest 
looking forward now to the 
Popular Price Show with consider- 
able optimism. They believe that ten- 
tative orders already discussed by 
them with volume buyers will then 
become firm and that the remainder 
of the year will find them busier than 
they have been since the end of the 
summer run. 


Manufacturers in 
are 


Boston Club Starts Year 


BOSTON—The Boston Boot and 
Shoe Club was scheduled to open its 
72nd season Wednesday evening, 
Nov. 16, in the Statler Hilton Hotel. 
Club President Harvey B. Evans, 
president of L. B. Evans’ Son Co., 
said the main speaker would be Dean 
Charles C. Noble of Syracuse Uni- 
versity’s Hendricks Chapel. 
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The New York Picture: 


Limited Production, Big Plans 


BINGHAMTON —Launching of 
spring and summer lines has cen- 
tered manufacturers’ attention on 
the months ahead. Merchandising 
executives and stylists have come 
forward with impressive blueprints 
for a structure apparently 
geared to the needs of changing 
times. 

With recent shoe production on 
a generally limited scale, manufac- 
turers welcome the opportunity to 
plan for better times ahead. If any 
upstate New York producers have 
any doubts about coming months, 
their merchandising plans give little 
hint of it. 


sales 


Opportunity Ahead — Taking a 
relatively long look ahead, manu- 
facturers many opportunities 
for the industry to increase sales, 
develop new markets, expand old 


see 


ones, and operate more efficiently. 

One company cited figures to 
show that women make up a major 
part of a rapidly expanding market 
for footwear. Women comprise one- 
third of the country’s work force, 
spend most of the money, and are 
becoming ever more style conscious. 
With 15 million teenage girls now, 
the outlook is for a sharp gain in 
shoe sales to this group in the next 
few years. The trend to big fami- 
lies means more shoes sold in popu- 
lar-price brackets, it was pointed 
out. 


The Leisure Trend—Other oppor- 
tunities for bigger sales arise from 
the trend to more leisure time, indi- 
cating continued expansion of cas- 
ual footwear The greater 
number of elderly people is seen as 


sales. 


offering a considerable market. 


West Coast Makers Note Cautious Buying 


LOS ANGELES—Business is no 
worse but it certainly isn’t any bet- 
ter, judging from interviews with a 
cross-section of local shoe producers. 
Inventories in the stores are down 
and buyers are restocking, but cau- 
tiously. 

Some sales reps stores are 
buying 50 or 60 per cent of their 
future requirements, rather than a 
normal 65 to 70 per cent. They 
promise they will step up buying 
after the first of the year, “if sales 
hold up,” but that doesn’t keep cut- 
ters working right now. 

Work shoe demand holds steady. 
It seems to be considerably improved 
over a year or two ago. Probably the 
drying up of war surplus footwear 
has had a lot to do with this. 

In dress and casual footwear, man- 
ufacturers are working hard to stim- 
ulate interest by offering bright new 
style thoughts and delving into new 
and better materials. Much interest 
is shown in the new scuff-proofed 
leathers and some discussion is going 
on about reconstituted leathers, with 
some feeling they will present end- 


say 


less opportunties when available. 
Reorders in women’s shoes show 
great strength in greens, off-browns, 
and black-brown combinations. Cus- 
tomers seem to show as much inter- 
est in heel height as in pattern. De- 
mand is strongest for medium heels 
in the off-browns and black-brown 
combos; black is asked for most of- 
ten in high, extremely slim- 
tapered heels. Pumps of course run 
away with the market and smooth 
leathers are ordered more often than 
and grains in the 


very 


textures dress 


shoes. 


Sun Cal Plant Is Started 


LOS ANGELES—Construction 
has started on a new 35,000-sq.-ft. 
plant for Sun Cal Footwear, Inc., a 
maker of casuals. The structure, in 
the Figland Industrial Tract at S. 
Figueroa St. and Redondo Beach 
Blvd., will contain offices, showrooms 
and a lunchroom for employees. 
Paved parking for 150 cars will be 
provided. 

Cost of the land and building will 
exceed $1, million. 
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‘50% of All Children’s Shoes’ 


Look to ‘Middle Market’: Shapiro 


BOSTON—Many children’s 
retailers are ignoring the challenge 
of « new “middle market” which is 
highly conscious of both price and 
fashion. 

So says Charles Shapiro, president 
of American Juniors Shoe Co., Inc., 
Lawrence, Mass. The middle market, 
he claims, has sprung into being 
since World War II and today buys 
“50 per cent of all children’s shoes.” 

“This new group of young par- 
ents,” Mr. Shapiro explains, “has a 
highly developed sense of taste and 
a high standard of living, but they 
are raising large families. This 
means the retailer must appeal to a 
more intelligent group of parents 
who have champagne tastes and beer 
pocketbooks.” 

In addition, Mr. Shapiro 
styling, designing or “fashion” is 
becoming increasingly important to 
the middle group. 

“Mothers completely 
posed to the pressures of fashion ad- 
vertising, psychology and promotion 
in magazines and newspapers and on 
radio and television, that they are 


shoe 


says, 


so ex- 


are 


Box Stuffer Measures 


MILWAUKEE—The makers of 
Kickerinos are finding out 
what women think of their product 
by asking the opinion of every pur- 
chaser. 

Stuffed inside each box of Kicker- 
inos is a postage-paid reply card 
asking, “Please tell us how you like 
them.” Officials of Kickerinos, a di- 
vision of the Hampton Corp., say 
results have been surprising. Each 
day three to five cards arrive at the 
company’s advertising agency from 
women speaking their minds. 

Sample comments: “I feel 
dressed as well as comfortable when 
wearing this particular style.” ... 
“I love ’em.” Several women have 
suggested “better” ways of making 
the shoes. The customer’s signature 
is optional, but all cards have been 
returned with the shoe number, size, 
color and the store where the shoes 


casuals 


well 


98 


constantly on the lookout for fashion 
newness and excitement, not only for 
their own clothes and shoes but for 
their husband's and children’s 
well. 

“The children themselves 
aware of this fashion trend 
many times influence the parent on 
the choice of their shoes.” 

Many children’s Mr. 
Shapiro contends, have clung to “out- 
moded price policies,’ and the chil- 
dren’s shoe field “has been extremely 
lax in the design and style end of the 
But he says the time has 
thinking to 


as 


are 
and 


stores, 


business.” 
come to gear industry 
fashion. 

“In this day of the ‘retail revolu- 
tion,” manufacturers and department 
store and independent retailers alike 
must do everything in their power 
to revamp their thinking and their 
operations to meet the constantly 
changing demands of potential cus- 
tomers. 

“The middle market will look to- 
ward the stores who sell fashion, at 
a price, when they want it,” Mr 
Shapiro warns. 


Casuals’ Popularity 


were purchased. 

Within a using the 
cards as a basis, Hampton hopes to 
compile reliable information on why 
these shoes are purchased; whether 


year, reply 


most buyers are repeat customers; 
what factors 
important when 
what age bracket buys the most, and 
what features of the shoes have the 
strongest appeal. 


women consider most 


buying casuals; 


“Our intent is, where possible, to 
answer each card,” explained Irving 
Gerber, vice-president of Hampton 
“Where a specific question is asked 
or a suggestion made, we will reply 
personally.” 

The stuffers are included in 
shipping cartons of Kickerinos’ fall 
line. Retailers to 
them in each pair of shoes as they 
receive them. Plans are being made 
to continue the stuffer. 


box 


are asked place 


Ripon Line Features 
Heat-Welded Soles 


RIPON, WIS.—A_ tough, light- 
weight plastic sole, heat-welded to 
the upper, is being introduced by 
Ripon Knitting Works in many of 
its spring casuals for men, women 
and children. 

According to Ripon officials, the 
new Playsole is washable and will 
outwear the upper. They say shoes 
using the new sole are an answer to 
low-price imports, since they can be 
turned out faster and more cheaply 
than those with a stitched 
canized sole. 

jasically Playsole is foam plastic 
filled with bubbles to make it spongy 
light. The 
the long-wear 
and is 


or vul- 


Says 
of 


and 


and manufacturer 


it has qualities 


plastic also resilient 
odor-free. 

The long-wear qualities of the sole 
are attributed largely to a baking 
process that each shoe 
The shoe is dipped into a 
formula, then rotated 


oven where the sole hardens 


undergoes 
special 
through an 

Introduction of the new sole at the 
National Shoe Fair followed a year 
of research and the 


testing, com 


pany notes. 


Linville Combines Four 
Processes in Pa. Factory 

BOYERTOWN. PA The 
shoe factory to produce, under one 
roof, shoes, 


molded footwear, pre-molded shoes 


first 


vulcanized injection 


and Bonwelts, has been established 
here, according to Abraham Wein 
of 
Manufacturing Co., Inc 

He the 
uniquely compatible in that, from 
cutting through lasting, the shoes 
will through the 
line which will give them their dis 


man, president Linville Shoe 


said four processes are 


flow particular 
tinctive character. 

Linville is 
what are heralded as the first scuff 
proof, waterproof, wear-proof chil 
made the 
ized process. The equipment used is 
Cema, staff of technicians 
from England are presently train- 
ing local personnel in the use of 
the imported Clark machinery. 


currently producing 


Gren’s shoes by vulcan- 


and a 
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A Book for Doctors, a Film for Parents: 


ISCO Bids for Better-Grade Juvenile Business 


ST. LOUIS—A book for doctors 
by doctors, “Recognition of Common 
Foot Disorders in Children,” has 
been prepared by International Shoe 
Co. as a service to the medical pro- 
fession. The publication ties into 
ISCO’s new many-faceted promo- 
tional program on its better-grade 
juvenile footwear. 

Details of the company’s giant ad- 
vertising package, including a parent 
training film “Now Look 
Here, Harry,”” were presented to re- 


called 


tailers for the first time during the 


National Shoe Fair. 


Seeks 
For 
has 


Better - Grade 
some time International Shoe 
felt it getting a fair 
share of the better-grade children’s 
The new 
promotional plan, a full year in pre- 


Business— 


was not 


business, sources indicate. 


paration, aims at strengthening the 
tie-in between the American mother, 
her children’s doctor and her shoe 
retailer. 

The mother is considered the key 
factor in the ISCO promotion. The 
~ a “a — Y — ~~] — c b 
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because it 
protects 

and 
beautifies 4 
all smooth “ 
leathers 


luggage, etc 


4 oz. glass bottles, 
squeeze boftties, tubes 


CAVALIER CO. 


BALTIMORE 30, MD. 
West Coast: Oakland 20, Calif. 
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company will continue to direct 
institutional advertising to her 
through pages of Parents Magazine 
and other magazines. To build up 
ISCO correctives and better-grade 
footwear in the area of doctor in- 
fluence, however, the new book has 
been published. 


Provides an Entree—ISCO’s book 
is a large, comprehensive, fully il- 
lustrated reference book complying 
with American Medical Assn. stan- 
dards. It is intended to give ISCO 
dealers a_ personal-contact 
with general practitioners, pedia- 
tricians and orthopedists. The ma- 
terial on foot disorders in children 
has never before 
single 


entree 


been accumulated 


in a reference book, ISCO 
Says. 

of the book 
Dr. Philip Lewin of 
Northwestern University and Dr. 
Edward R. Pinckney of Beverly 
Hills, Calif. The publication contains 
no advertising matter of any kind. 


Co-authors are two 


specialists, 


Other Material— The company 
also is issuing a giveaway booklet 
directed to mothers and outlining 
and picturing what to look for in 
foot disorders. Other collateral ma- 
terial prepared specially for the new 
promotion includes ad mats, display 
ideas, direct-mail pieces and TV 
spots. 

The parent training film, “Now 
Look Here, Harry,” MGM- 
filmed in color in California specially 
for International. The film is 
signed to fill the shoe retailer’s need 
when his civic organization or PTA 
group calls on him to give a pro- 
gram. It is available at no charge. 


was 


de- 


f Qiu 
“How to Dye Fabric Shoes” 


EVERETT & BARRON CO. 
166 Valley St., Providence, ®. |}. 





SIDE 


LEATHERS 


For dependability and uniformity 
in side leathers — grains and 
smooth dress — workshoe in retan, 
aniline and glove, and athletic 
goods leathers — the HORWEEN 
line is unsurpassed. 


With a world famous reputation for 
making finest Shell Cordovan, 
HORWEEN SIDES equally 


deserve your consideration. 


HORWEEN LEATHER COMPANY 


2015 ELSTON AVENUE 


° CHICAGO 14, ILLINOIS 


NEW YORK 36: HERMANN LOEWENSTEIN, INC., 26 FERRY STREET 
BOSTON 11: KAYE & BARNES, INC., 93 SOUTH STREET 
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Endicott Johnson to Make and Market Golf Line 


ee, 


Representatives of Endicott Johnson Corp., Endicott, N. Y., and the Kroydon Co., Inc.., 
Boston sporting goods firm, display sample from quality line of Kroydon golf shoes which 


EJ will manufacture and distribute under license. 


Left to right: Robert F. Mills, sales 


director of athletic division of Endicott Johnson; William D. Benjes, vice-president, sales, 
for EJ; Henry M. Finn, board choirmoan of Kroydon, and Samuel Fireman, president of 
Kroydon. The shoes will be available nationally soon after Jan. |. 





Gilbert Shoe Builds Addition to Branch Plant 


CAMPBELLSPORT, WIS. 
struction has begun on an addition 
to the Gilbert Shoe Co. branch plant 
here. The main factory and office 
are in Thiensvilie, Wis. 

According to reports, contractors 
expect to have the new section ready 
for occupancy before Jan. 1. 

The firm manufactures the Kali- 
Sten-Iks line of infants’ and chil- 
dren’s shoes. Production was begun 
in the Campbellsport plant in Febru- 
ary 1952, with a pilot crew of six 
women and one man. Ear! Strean, 
the first man hired when the plant 
was opened, is now the superinten- 
dent. 

More workers will be hired and 
trained as needed when the addition 
is opened. According to Superinten- 
dent Strean, no shortage of help is 
expected. Plenty of job applications 
are already on hand. 

Rated as one of the most compact, 
efficient shoe factories in the area, 


- Con- 


100 


the plant produces an average of 420 
pairs of size 2-6 shoes per day. The 
workers also fit over 300 pairs of 
girls’ strap slippers daily for the 
parent Thiensville plant. 


Godman Air-O-Magic Line 
Adds Glove, Elk Casuals 


COLUMBUS, O.— Godman Shoe 
Co. has expanded its Air-O-Magic 
line for young men to include a 
group of casual shoes glove 
leather tannages and in polished elk- 
tanned leathers, according to Samuel 
T. Levin, sales manager. 

Mr. Levin said the casuals, made 
in both slipon and oxford styles, all 
feature thick cushion-crepe soles. He 
said the patterns include perforated 
detailing and plain smooth finishes. 

The casual shoes are offered in 
canyon sand, butternut, bone, black 
and burnished brown. 


in 


LIA Promotion Theme: 
‘Put Shoe in His Sock’ 


NEW YORK—Ten thousand U. 5S. 
end Canadian retailers will join in 
a Christmas promotion encouraging 
shoppers to “Put a Shoe in His 
Sock.” 

The campaign 
Leather Industries of America. 
two previous promotions at Christ- 
mas time, LIA says, participating 
have tallied a 
gift 


by 
In 


directed 


is 


men’s shoe retailers 


22 per cent increase in shoe 
sales. 

Already retailers 
merchandising kits 
Leather Industries. 
packets being 
through participating manufactur- 
LIA (411 


to inde- 


have received 
prepared by 
of the 


distributed 


Some 


are 


by 
16 


directly 
New York 


chain store 


ers, others 
Fifth Ave., 
pendents, 

and department 
them. 


Holiday Ad Is Keynote 
tailer kit built 
page color ad by LIA in the De- 
cember issue of Holiday magazine 
The ad lists 33 men's brands which 
are tying in the campaign 
Headlined “This Christmas—Put a 
Shoe in His Sock,” the ad shows a 
grained leather slipon tucked 
the top of a Christmas sock. 

The 33 will 
leather shoes as gifts in their own 
national and local advertising 

Included in LIA’s promotion mail- 
ing is a reproduction of the Holi- 
window or 
Chist- 


operations 


stores requesting 


The re 


around a full- 


is 


with 


into 


brands also feature 


day ad on an easeled 
counter card, a streamer in 
mas colors for window or in-store 
display, point-of-sale cards and a 
windows and 


number of ideas for 


newspaper ads. 


Publicity Effort LIA 
theme will get editorial support in 
many of 
stories placed with syndicates, col- 
umnists and women’s page editors. 
In addition an LIA-produced film 
featuring the gift shoe idea will be 
shown by 120 TV stations in the 
U. S. and Canada between Thanks- 
giving and Christmas. 

In Canada, LIA ads will appear 
in the Dec. 3 of Maclean’s 
magazine and the December issue 
of the French-language edition of 
Chatelaine. 

Eighteen Canadian manufactur- 
ers will participate in both ads. 


says its 


newspapers as a result 


issue 
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ISCO Reorganizes Sales Setup, Dissolves General Line Divisions 


ST. LOUIS—A company-wide re- 
organization of sales and marketing 
format has been announced by In- 
ternational Shoe Co. General line 
divisions have been dissolved. 

The major move, aimed at provid- 
ing better customer service, has 
been labeled “the most dynamic 
sales and marketing reorganization 
program in ISCO’s 49-year history.” 

The changes are already in effect. 
They involve five new sales regions 
and 20 sales districts; two new op- 
erating divisions in St. Louis to 
process and expedite orders; and 
new and remodeled showrooms. 


Regions Listed—The new sales 
regions are as follows: Western Re- 
gion, with headquarters in Los An- 
South Central North 
Central, both with headquarters in 
St. Louis; Southeast, in Atlanta, 
and Northeast, in New York City. 

The office functions of the three 
general line divisions, Roberts, 
Johnson & Rand, Peters and Fried- 
man-Shelby, have been consolidated 
into centralized departments under 
two major operating divisions, the 
Sales Office division and 
Order Processing divi- 


geles; and 


General 
the Sales 
sion. 


Better Service—Under the new 
program, each regional sales man- 
ayer will be responsible for the dis- 
tribution of all general line brands, 
in contrast to selling the brands of 
just one of the three general line 
under the old 
ISCO spokesmen say 
enable the 
provide far 


divisions system. 
the new 
company to 
than 
under the old pro- 
regional man- 


sales 


pro- 
gram will 
yreater service 
was possible 
Each 
ager, along with his district 
managers, will be able to know per- 


gram sales 


sonally every customer in each ter- 
ritory. 

With the dissolution of the gen- 
eral line divisions, a salesman now 
either men’s or women’s or 
children’s shoes. 


sells 


Remodeling Program— Along 
with the sales and distribution 
changes, International has com- 
pleted a company-wide building and 
remodeling program for its physi- 
cal facilities. 

Personnel roster for the new re- 
gional setup reads as follows: 
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Western Region—managed by C. 
district 
managers are T. S. Bailey, Los An- 
Grant Waggoner, San Francisco, 


Smock, Los Angeles; 


geles; 


and E. S. Alley, Seattle. 


North Central Region—managed by 
Howard J. Donahie, St. Louis; 


sales managers are James 
and Hal G. 
E. Mildren, 
Heck, Chicago; 
Cleveland, 


Minneapolis; 


Harry J. Hall, St. Louis; 


“for Niceness in Shoes” 


Write for catalog 
and name of nearest 
representative. 


ST. LOUIS SALES OFFICE: Suite 700, 503 N. 12th St., 


NEW MARKET, 
NEW HAMPSHIRE 


sales 


district 
Kelley 
Parrish, St. Louis; William 
Richard L. 
and Max Kraus, Cincinnati. 
South Central Region—managed by 
district sales 
managers are Oakland G. Tallman and 


Schulz, 


R. Hugh L. Fry, St. Louis; William 
Williams, Dallas; Thomas M. 
Houston; Robert L. 
and Maurice W. Norman, Nashville. 
Southeast Region—managed 
Harry Baxter, 
managers are Larry M. 
lanta; Robert L. Lumpkins, 
ham, and G. Lester Reynolds, 
me 6hbin,; S.C. 
Northeast Region- 
J. Shore, 
managers are 
New York City, and 
Carthy, Boston. 


q 


) tty 


| ey wl 
q \ I 


ii) iW 


Herbert A. 





MN 


iil 


i 


UL 
‘4 , 
4 wn | 
Wi hi i 


It's Her Spring 
BEAU-kay! 





















































St. Louis, Mo. 


R. 


Horner, 
Bland, Little Rock, 


by 


Atlanta; district sales 
Gourley, At- 
Birming- 
Colum- 


managed by John 
New York City; district sales 
Maimon, 
Joseph E. Mc- 


: 





Salesmen ¢ Suppliers 





U. S. Export Potential (Continued) 


THE U. S. is continuing its series 
of reports discussing export oppor- 
tunities for American shoe manufac- 
turers | RECORDER, Oct. 15 and Nov. 
1]. Based on data collected by State 
Department personnel, the reports 
are being made pubiic by J. G. 
Schnitzer, director of the Leather, 
Shoes and Allied Products Division 
in the Commerce Department's Busi- 
ness and Defense Services Adminis- 
tration. 

7 7. 7 


Syria: A Closed Market 


THE market for U. S. footwear 
in Syria is practically non-existent. 
In fact, imports of shoes have been 
banned since 1950. The only excep- 
tions are certain special varieties. 

A surplus of about 1 million pairs 
a year is available for export. Most 
Syrian shoes are handmade. Leather 
uppers are machine-sewn. Rubber 
or leather soles are attached to the 
uppers by hand-stitching to the welt. 

Production totals about 6.5 million 
pairs a year. 


Sweden: Choosy Customer 


U. S. FOOTWEAR manufacturers 
have a fair chance to widen their 
share of the Swedish market. But 
the style-conscious Swedes are dis- 
criminating customers and U. S. 


prices are high. Careful attention 


must be given to both style and qual- 
ity. Because merchants have a choice 
of eager suppliers, both domestic and 
foreign, a U. S. manufacturer should 
take care to make prompt deliveries. 

Sweden consumed 13,214,000 pairs 
of leather shoes in 1959. Of these, 
10,761,000 were produced by do- 
mestic manufacturers. Imports 
amounted to 2,516,000 pairs, of 
which only 2,908 came from the 
U. S. In the first half of this year, 
however, imports from the U. S. 
added up to 6,907 pairs. 


Peru: Production Suffices 


THE market for U. S. footwear 
in Peru is slim and likely to remain 
that way, according to the Com- 
merce Department. 

Domestic production readily 
meets demand. If necessary, pro- 
duction could be increased by more 
than 30 per cent. 

“The steady decline of footwear 
imports will probably continue be- 
cause import duties and transpor- 
tation charges make the cost of 
foreign shoes about two and a half 
times that of domestic footwear,” 
the U. S. says. 

Peruvian factories turn out about 
6 million pairs of shoes annually 
plus another 2.2 million pairs of 
rubber footwear. 


Bristol Hits Back at Imports with Window Signs 


BRISTOL, R. L—‘“We feel that 
one of our strongest sales appeals 
in today’s market is the superior 
quality of American 
workmanship. We will 
encourage our retailers 
and their customers not 
to be swayed by price 
alone.” 

These of Wil- 
liam Hallam, sales man- 
ager of Bristol Manu- 
facturing Co., are the 
thinking behind a window sign 
which Bristol has designed and dis- 
tributed to retailers. The sign’s mes- 
sage is summed up in one line at the 
bottom: “Made in U. S. A. by Amer- 


words 
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ein 


ENTIRE —<yh" 
Se FD amity = 


MADE IM U $.A. by AMERICAN LABOR 


ican Labor.” 
“While it is true that imported 
fabric footwear has taken a healthy 


« FOR THE 


chunk out of today’s market,” Mr. 
Hallam claims, “it is also true that 
the American people are rightly 
skeptical of the quality of these im- 
ports.” 


J. T. Johnson Elevated 
By Lawrence Leather 
PEABODY. MASS.—J. T. John- 


son, who since 1958 has been execu- 
tive the A. ©. 
Lawrence Leather Co., a division of 
Swift & Co., has been appointed 
president of the Lawrence firm. He 


vice-president of 


S. N. NECTOW 


succeeds S. N. Nectow, who retired 
Nov. 1 after four years as president 
of A. C. 
dent of Swift. 

Mr. Johnson joined A. C. Lawrence 
in 1925 and was assigned to the sole 

1943 he became 
vice-president in 


Lawrence and a vice-presi- 


leather division. In 
assistant to the 
charge of the sole and belting leather 
division. He was named manager of 
this division in 1948. He became a 
vice-president in 1956 and two years 
late was named executive vice-presi- 
dent. 

Mr. Johnson served as a director 
of the Tanners’ Council of America 
in 1954 and 
of that 


1955 and as chairman 


body’s sole and belting 
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leather group during the succeeding 
two years. Currently he is a member 
of the executive committee of the 
New England Shoe and Leather 
Assn. 

Mr. 1925 established 
and became manager of the finders’ 
cutting department of England 
Walton & Co., partially owned sub- 
sidiary of A. C., Later 
he was named a vice-president and 
director of England Walton. He be- 
came a vice-president and eventually 
also a director of A. C. Lawrence 
when England Walton was dissolved 
and its taken over by 
Lawrence. Successive promotions ad- 


Nectow in 


Lawrence. 


business 


vanced him to executive vice-presi- 
dent in 1952 and president in 1956. 


New Wohl Display Room 

ST. LOUIS—Wohl Shoe Co. has 
opened a new display room and of- 
fice at 211 S. Beverly Drive, Beverly 
Hills, Calif. According to a company 
spokesman, larger quarters were 
required by expansion of the firm’s 
business in the thriving southern 
California territory. 


New Men’s Casual Maker 
Is Outgrowth of Moc Firm 


BELGIUM, WIS.—BiMark Lim- 
ited (Mark, Inc.) has been organized 
here for the production of men’s 
casuals exclusively. An offshoot of 
Lake Church Leather Products, Inc., 
which makes moccasins for distribu- 
tion through gift shops and similar 
specialty outlets, BiMark Limited 
is manufacturing men’s informal 
footwear to be sold through regular 
shoe store channels. 

E. Richard Allen is president of 
the new company. Isadore Schwartz 
will serve as secretary-treasurer. He 
operates Koutnik and Schwartz shoe 
store, Manitowoc, Wis. 

The firm’s line, displayed at the 
National Shoe Fair, includes flexible 
slipons, two and three-eyelet ties, 
and low boot patterns of soft cow- 
hide and deerskin—California con- 
struction and cements, with moc- 
casin fronts predominant. Deerskin 
travel slippers in matching 

included. 
3iMark casuals are planned for 
the $8.95 to $14.95 retail range. Nar- 


cases 


are 





possible moment. 





IMPORTANT NOTICE TO SUBSCRIBERS 
Changes of address require four weeks’ notice. 
Notify your Postmaster and BOOT AND SHOE 
RECORDER Circulation Department at the earliest 


When ordering change, please INCLUDE IM- 
PRINTED STRIP showing exactly how magazine is 
now addressed. This will enable us to put the change 
into effect with a minimum of delay. 
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| MOUNT JOY 


FIRST CHOICE 


REAL BOYS 


medium and wide widths are 
carried on an in-stock program, with 
sizes to 13, for which there is no ex- 
tra charge. 


row, 


Designer Seymour Troy 
Is Honored by Gimbels 

PITTSBURGH — Seymour Troy, 
noted creator of high-fashion shoes 
for women, was honored by Gimbels’ 
Pittsburgh department store. He was 
the recipient of a fashion award at 
a presentation of “award winning’ 
fashions inaugurated by the store. 

Dean of women’s fashion shoe 
designers, Mr. Troy has been on 
the receiving end of a number of 
awards. Noteworthy among these 
was the National Shoe Retailers 
Assn.’s Mercury Award, inaugurated 
last February with Mr. Troy as the 
first recipient. 

At the Pittsburgh ceremonies, 
Fred Pomerantz of Leslie Fay 
Dresses and Miss Gloria Gelfand of 
House of Suburbia, U. S. A. Sports- 
wear, also were honored. On display 
were fashions created by the three 
designers. 


ary 
ns 
——— 
(Ga as 


wad was oe erent 


ALSO MAKERS OF 


GERBERICH-PAYNE SHOE Co. 


PENNSYLVANIA 
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EJ Features ‘Living Leather’ for Spring 


ENDICOTT, N. Y. — Endicott 
Johnson Corp.’s scuff-resistant “Liv- 
ing Leather” is being offered in the 
company’s spring lines for men, 
women and children, including both 
play and work shoes. 

The company says the new leather 
maintains the look of newness five 
times longer than ordinary leather. 
The treatment improves wear char- 
acteristics “as much as 500 per cent 
without any sacrifice to softness or 


INDEPENDENT SHOE MANUFACTURERS. 
FOR MAXIMUM PROFITS FACTOR WITH 
WILLIAM ISELIN & CO., INC. | 


any other quality that has made 
leather a leading fashion product,” 
EJ officials report. 

To introduce “Living Leather,” 
Endicott Johnson has launched what 
it calls the biggest advertising and 
promotion campaign in its 76-year 
history. The company is circulating 
thousands of swatches of leather 
with one side the ordinary kind, the 
other of “Living Leather.”’ The com- 
pany invites shoemen to apply their 


facture footwear of every type, for every 
market, in every price bracket. 








357 PARK AVENUE SOUTH, NEW YORK 10, N. Y. 


7. Bavaaptbaecte-e 


own “torture test.” 

Recipients are advised to crush 
the “Living Leather,” scuff it, roll it, 
stretch it, stitch it and stain it. 
According to the company, the side 
of “Living Leather” is virtually un- 
affected, while the ordinary leather 
becomes scuffed, wrinkled, puckered, 
discolored and out of shape. 

“This new ‘Living Leather’ de- 
velopment and promotion is part of 
our new marketing-oriented ap- 
proach,” said Edgar B. Mooney, Jr., 
vice-president and marketing di- 
rector. 


Steel Shank, Reinforced 
Counter in Randolph Line 
RANDOLPH, MASS.—The 
dolph Manufacturing Co. 
troduced a line, the 
Pedic, the first 
footwear made with a spring steel 
shank and reinforced counter. 


These 


tan- 
has in- 
Randy 
canvas 


new 


said to be 


features, combined with 


The Randy Pedic 


Randy Pedic’s three-point suspen- 
sion, offer proper foot support and 
make it the company 
claims, to give both children and 
adults “leather shoe protection in 


possible, 


canvas rubber-sole shoes.” 

This is the shoe to 
be approved by the National Foot 
Health Council, which 
000 pediatricians, orthopedists, po 
diatrists and chiropodists. Dr. Jo- 
seph Lelyveld, founder and chair- 
man of the council 
ing for 
years, assisted in the development 
of the 


first canvas 


serves 20.- 


and a practic- 


podiatrist more than 35 


new line. 


Desco Moves in Chicago 

NEW YORK—Desco Shoe Corp. 
has moved its Chicago office to 220 
S. State St. The new showrooms are 
decorated in a modern motif with 
indirect fluorescent lighting, air 
conditioning and Formica shelving. 
Milton Tipp is in charge. 
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We Offer Quality Jobs, Cancellations 
and Closeouts in Branded Footwear to 


raxohaka-vitehatela 


ry alel-Mtiela-t ome lah a mrlitmelale 
shoe promotion buyers 


Our prices on fine shoes, 


bought direct from the best known 


for values! 


Open a Cancellation Shoe Store in Your Town 


Our New Store Consultants Will Help You Set Up o Profitable Operation 


FTC Examiner Asks Ban 


On Murray Health Claims 

WASHINGTON; D. C.—A Feder- 
al Trade Commission examiner says 
the Murray Space Shoe Corp., 
Bridgeport, Conn., should be forced 
to stop claiming that its molded 
shoes have therapeutic qualities 
and will correct, prevent or relieve 
various ailments. 

Murray space shoes are custom- 
made over plaster casts of custom- 
ers’ feet. The FTC had issued a 
two-part complaint against Murray. 
One alleged unfair and deceptive 
health claims by Murray. This com- 
plaint has now been sustained by 
an examiner and will automatically 
the final of the 


unless appealed, stayed or 


become decision 
FTC 
docketed by review. 

The second part of the FTC com- 
plaint alleged illegal exclusive deal- 
ing agreements Murray 
and some dealers. This allegation 
been ordered dismissed—for 
failure of proof—by the examiner. 


between 


has 
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nationwide reputation 
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U. S. Rubber Co. Names a New President 


NEW YORK—George R. Vila, a 
one-time rubber chemical salesman 
who rose through the ranks of sell- 
ing and technical development, is 
the new president 
and chief operat- 
ing officer of 
United States Rub- 
ber Co. 

Mr. 


ceeds 


Vila suc- 
John W. 
McGovern, who re- 
tired after 40 
years’ service 
with the company 
but continues as a 
director and ex- 
ecutive committee member. 

Mr. Vila spent the last three 
years as group executive vice-presi- 
dent responsible for the operations 
of U. S. Rubber’s Naugatuck Chem- 
ical division, Naugatuck, Conn. 
whose products include rubber and 
and heel materials— 
other divisions: textile, 


GEORGE R. VILA 


plastic sole 


and three 


international and plantation. He 
was also responsible for two sub- 
sidiaries, the Dominion Rubber Co., 
Ltd. (Canada) and Latex Fiber In- 
dustries, Inc., Beaver Falls, N. Y. 

Formerly Mr. Vila vice- 
president and general manager of 
the Naugatuck Chemica! division. 
It was as a salesman in this divi- 
sion that he joined U. S. Rubber 
in 1936. A native Philadelphian, 
he was educated at Wesleyan Uni- 
versity and Massachusetts Institute 
of Technology. 

During World War II he was as- 
signed to the vital task of develop- 
ing new types of synthetic rubber. 
1946. 


Was a 


He returned to sales in 


® Harri Hoffmann Co., Inc., Milwau- 
kee, has introduced two new colors, 
olive green and gray, in its 
Hoffco shoe dressing line. Harri 
Hoffmann, president, said the addi- 
make a total of almost 50 
shades. 


steel 


tions 
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Special 
BUNION 

and Hallux 
Vaigus last 
Soft black Kid, 
no irritating. 
seams 

Hides bulge. 


MOST COMPLETE LINE OF BASIC SHOES... 
GREATEST SELECTION OF TESTED LASTS... 


Comfortable fit for EVERY type of foot! 


It takes more than style, size or price 
to satisfy the owner of a “problem 
foot’! But put on a shoe that fits 
the individual foot, allows it to func- 
tion freely, and you not only have a 
satisfied customer but a loyal friend 
and booster. 

Dr. Scholl's offers you 26 differ- 
ent lasts based on foot care know- 
how . . . 26 individual opportunities 
to solve your customers’ fitting 
problems. All this, plus custom 
craftsmanship, softest feathers, 
above average mark-up. Order this 


/ 


«€ COPEG* 
ye 


Exclusive 
hand-pegged 
arch will never 
break down 
Smart styles over 
full-tread last 








Black 

Kid 

biucher 

ample tread, 
supremely 
comfortable to 

the most sensitive foot 


PROFIT-PRESTIGE line today! 

LARGEST IN-STOCK 

SIZE RANGE: 

MEN'S, some styles 5 to 16, AAA- 
EEEEEEE 
WOMEN'S, some styles 2% to 13, 
AAAAA-EEEEEEEE. 
Complete catalog on request. 


THE SCHOLL MFG. CO., INC. 
213 W. SCHILLER, CHICAGO, ILL. 
62 W. 14TH, NEW YORK, N.Y. 
3223 E. 46TH, LOS ANGELES, CAL. 


Motley Gets NSF ‘Businessman of Year’ Plaque 


Special National Shoe Foir award for “Businessman of the Year” is received by Arthur 


(Red) 
(right) 


Motley 


(center), president of the U.S. Chamber of Commerce. 
president of the National Shoe Retailers Assn., presents the plaque in Chicago. 


Louis Liebson 


Looking on is Louis J. Schoefer, general chairman of the 1960 Shoe Fair. 





® Hollywood Shoe Polish, 
Richmond, Hill, N. Y., has 
duced a Sani-Black liquid wax pol- 


Inc., 
intro- 


106 


White. 


ish as a companion item to its Sani- 
The polish comes in a 2-oz. 
non-tip bottle. 


BUILT-UP » ARCH 


Dr. Scholl's all leather ARCH-LIFT Sandals 
for men, women and children. Built-in metal 
support, molded sole, cupped heel. Gives a 
real ‘lift’, prevents stress and strain 


Louis C. Huch Appointed 
President of Tanning Firm 

CHICAGO Huch 
has been appointed president of The 
Huch Leather Co., succeeding the 
late Louis J. Huch. The new presi- 


dent had been serving as vice-presi 


World 


Louis C sud 


dent and treasurer since 


War II. 

Other newly elected officers of this 
cordovan leather tanning firm are 
Rudolph E 
Z. 
Mr. Lang continues as plant superin- 


he held 


Grossman had been serv 


Lang, vice-president, and 
Grossman, secretary-treasure 


tendent, a has since 
1954. Mr 
ing secretary 


years. 


post 


as for a number of 
Huch 
purchase all hides and materials. 

Alan Ericson will operate from the 
Chicago office as a sales representa 
tive while the following representa- 
tives will continue as in the past 
New England—Kaye & Barnes, Inc., 
of the Orient—Liebman & 
Cumming of San Francisco; West 
A. J. and J. R. Cook Co.; 
Mid-States—Don Jones of Milwau- 
kee; Cuba—Harry Bloch of 
Havana 


Louis C. will continue to 


Boston: 


Coast 


and 
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Salesmen on the Road 





by VIVIAN C. ANDERSON 


The Second Gavel 

WHEN Ben Berwald of Dallas 
the National Shoe Travel- 
ers’ Assn. president's gavel to O. B. 
Heaton of Huntley, Ill., at the re- 
cent Chicago convention, it marked 
the time that Mr. Heaton 
has received a gavel from Mr. Ber- 
wald. The first occurred 
several years ago when Mr. Heaton 
Mr. presi- 
the Shoe 


passed 


second 
instance 


succeeded Berwald as 
dent of 


Travelers. 


Southwestern 


The President's Daughter 

attractive 
Southwestern Shoe 
Travelers’ spring show in Dallas, 
than a passing interest 
in shoe travelers’ organizations. 
She's the daughter of Bill Heaton, 
new president of the NSTA. Mari- 
lyn started her shoe modeling ca- 
Andrew Geller, New York. 


Marilyn Fackler, an 
model at the 


has more 


reer at 
- 7. 


Baltimore Benefits 
STARTING in 
the Associated 

Inc., of who 

is in good standing will receive a 

$1,000 life policy paid 

for by the That's the 
word from Sam Honigsberg, secre- 
tary of the group. He said the ar- 

rangement was approved at a 

breakfast 


January, every 


member of Shoe 
Travelers, Baltimore, 
insurance 


association 


re- 


cent meeting. 


He Can't Keep Away 

AFTER retiring in 1957 follow- 
ing 32 years of traveling for Rob- 
Johnson & Rand division of 
International Shoe Co., out of St. 
Louis, Claude Massingham has dis- 
covered he can't 
selling shoes. 
I’m like the proverbial 
postman on his day off, so I’m now 
men’s, and chil- 


erts, 


just stay away 
from 
“Guess 


selling women’s 
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Send contributions to: Mrs. Vivian Anderson, Salesmen on 
the Road Dept., 995 Lombardi Lane, Lakewood 15, Cole. 


Edmund J. Trench (second from left), re-elected secretary and appointed full-time man- 

aging director of the NSTA, congratulates O. B. Heaton (left) of Gerberich-Payne, new 

president, at 50th anniversary meeting in Chicago. Waiting their turn are Milton Lewinter, 

BG S, first vice-president; Ernie L. Miller, Jr. Pan American Modes, second vice-president, 
and Paul D. Cook, Guild Moccasins and Hannahsons, treasurer. 


dren's shoes in the budget shops of 
May-D&F, Denver,” said Mr. Mass- 
ingham. 

“Whether you're selling on the 
road or in a retail store, the essence 
of the business is the same: servic- 
ing customers. The fast boy on the 
road or in the store can do a fast 
job that looks pretty good at the 
time, but that’s the end of it. A 
good salesman, whether traveling 
or working in the store, has to re- 
member that customers are people, 
Fit is more 
the 


and people like people. 
important than the 
sale in the retail business.” 

A native of Popular Bluff, Mo.., 
Mr. Massingham started in the 
shoe business in a retail store in 
Missouri. In 1925 he 
Johnson & Rand, 
from Missouri 
California before he 
his moving to 
Denver in December of last year, 
he lived in Salt Lake City and 
North Platte, Neb. 

Possibly one enticement for his 
move to Denver was the fact that 
one of his two daughters and two 


glory of 


southeastern 
joined 
covering 12 
into 
retired. 


Roberts, 
states 
eastern 
Prior to 


NSTA trophy for largest percentage gain in 
members during the past year among the 
association's 15 regional affiliates is pre- 
sented to Midwest Shoe Travelers’ Assn. 
Milton Lewinter (left), outgoing national 
membership chairman, hands trophy to 
George E. Hansen, Midwest's president, as 
Sonny Ander, club's membership chairman, 
watches the presentation. 


of his four grandchildren live in 
Denver. The other daughter and 
two grandchildren live in Fremont, 
Neb. 

Mr. Massingham and his wife re- 
side at 469 S. Corona St., Denver. 
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Personnel 





CALVIN CLYMOR 
Compo Promotion 


Promoted... 


Robert L. Holzemer, from assis- 
tant sales manager to sales man- 
ager for Williams Manufacturing 
Co., Portsmouth, O. He succeeds 
William O. Lucas, who was moved 
up to president. 

Calvin Clymor, from assistant 
district manager of Compo Shoe 
Machinery Corp.’s St. Louis district 
on adhesive sales, to district man- 
ager of the new southern district, 
with headquarters in Jackson 
Tenn. 


ROY WELLMAN 
Transferred 


Transferred... 


Roy Wellman, from the Southeast 
to the West Coast as sales repre- 
sentative for Allen-Edmonds Shoe 
Corp., Belgium, Wis. He will cover 
Washington, Oregon, California, 
Nevada, Utah, Idaho and Montana. 


Appointed... 


Jack I. Bowen, sales manager of 
Panorama division, International] 
Shoe Co., St. Louis, succeeding Jack 
Dalton, who resigned. 

Alex Greenberg, western 
representative for Blue Star Shoe 
Co., Lawrence, Mass. 

Harvey Bergmann, sales 


sales 


repre- 


TOM HEASTER 


JOEL STACEY 
Also af Juvenile H 


eod Tanner 





NJ 


ALEX GREENBERG 
Joins Bive Stor 


HARVEY BERGMANN 

Named by Botes 
sentative for Bates Shoe Co., Web- 
ster, Mass., covering Westchester 
County, N. Y., New Jersey and 
northeastern Pennsylvania. He suc- 
ceeds Philip Muskat. 

Charlie Utterback, sales 
sentative for House of 
Square, Milwaukee, covering North 
and South Dakota and Minnesota in 
addition to his present territory of 
upper Michigan and Wisconsin 
north of Madison. 

Sam Robinson, sales representa- 
tive for The Juvenile Shoe Corp. of 
America, Aurora, Mo., traveling 
Texas. 

Jerry Biwer, sales representative 
for The Juvenile Shoe Corp. of 
America, covering Illinois. 

Tom Heaster, representa- 
tive for The Juvenile Shoe Corp. of 
America, traveling Michigan. 

Lester Milford, sales representa- 
tive for Tober-Saifer Shoe Manu- 
facturing Co., St. Louis, covering 
Iowa. He replaces Al Bostrom. 

Al Fields, sales representative 
for Tober-Saifer Shoe Manufactur- 
ing Co., covering New York. He 
succeeds Jerry Comple. 

Paul Knowlton, director of ware- 
housing and machinery and upper 
leather buyer for Brown Shoe Co. 
of Canada, Ltd., Perth, Ont. 


repre- 
Crosby 


sales 


JOHN A. MORRIS 
Elected President 


JAMES F. HAMMER 
Adhesive Sclesmon 


JERRY BIWER 


Also with Juvenile 


SAM ROBINSON 


To Juvenile Shoe 


Dennis Jones, sales representa- 
tive for Hewetson and Shoe Corpo- 
ration of Canada, Toronto, Ont., 
covering British Columbia on a full- 
time basis. 

Victor M. Newman 
Textiles, New York), 
sentative for South 
Boston, covering New York, Jersey 
He will work in 


(of 


sales 


Oriental! 
repre- 
Leather Co., 
and Pennsylvania. 
cooperation with I. Robert Forrest 
and Phillip Forrest of South Leath- 
er. 

Joel Stacey, head tanner at the 
Ballston Spa, N. Y., 
tannery of Howes Leather Co., Bos 
ton. Joining Howes with him are 
Ralph Hoyt and Frank Kimball, 
who were associated with Mr 
Stacey at the Hartland, Me., plant 
of Irving Tanning Co. 

Kenneth Wright, tanner and su- 
perintendent for Tanning 
Co., Peabody, Mass. 

James F. Hammer, 
hesive for Compo Shoe 
Machinery with his head- 
quarters in the St. Louis office. He 
district 


side leather 


Beacon 


Midwest ad- 
salesman 
Corp., 
formerly assistant 
manager on 
headquarters in Harrisburg, Pa 


was 


adhesive sales with 


Elected... 


John A. Morris, 
North & Judd Manufacturing Co., 
New Britain, Conn., metal trim and 
fastener makers. He had been ex- 
ecutive vice-president 1958 
He succeeds Frederick L. Morrow, 
now chairman of the board. 


president of 


since 


Resigning ... 


J. Frank Lee, from Bates Shoe 
Co., Webster, Mass., where he has 
been superintendent for 25 years. 
The resignation takes effect Dec. 31. 


Boot and Shoe Recorder 





Where to Buy 





JOBS 


JOBS 


JOBS 








IRVIN RUBIN 


Highest Prices Paid 
Complete Shoe Stocks 





Men's, Women's and Children’s 
For Quick Action, write, wire or phone collect 


80-82 READE STREET, N.Y.C. 7, N. Y. 
Barclay 7-7887-8 


The House of Jobs 


Will Buy Your Close Outs 
Short Leases Assumed 














BOX HANDLERS 


‘ORTHOPEDIC FOOTWEAR 





WHEN THEY 


Pick 


LONG ARM* 
Pee fares hoe homatine 
Orn ha, (Acne, LAR 


at the bottom of the lad- 

der you will with you had 

weed a Long Arm to reach the shoes on the high 
shelf. Long Arms are quicker, easier, safer. With 
24", 36”, 48", GO” handles, $3.95; with 72° handies, 
$4.95. Postpaid in the USA. Specify handle length 
desired and if for men's or women's boxes. Your 


jobber or 
CARL BEEMAN 
Cedor Heights Rd Stamford, Conn 


Seiberling Breaks Ground 


For Arkansas Factory 


BATESVILLE, ARK.— Some 
1,200 guests dined on barbecued 
chicken as Seiberling Rubber Co. 
broke ground here for a $1.5 million 
plant that will make rubber soles and 
heels and other products. The fac- 
tory is scheduled to be operating 
early next July. 

Taking part in the ceremonies 
were Governor Orval Faubus, Sena- 
tor John L. McClellan and other 
state and local officials, as well as 
company President J. P. Seiberling; 
T. K. Seiberling, head of the shoe 
division, and associates. 

The plant will employ about 100 
workers at the outset. 


Boston Club Establishes 
Slosberg Memorial Award 


BOSTON—The Boston Boot and 
Shoe Club has set up a Charles 
Slosberg Memorial Trophy as a 
tribute to its former president and 
treasurer. The trophy will be 
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A MODERN CORRECTIVE 
SHOE FOR EVERY 
C rthopedic NEED 








"MARK 


awarded to the low gross winner 
at the club’s golf tournaments, ac- 
cording to club President Harvey 
B. Evans. 

Mr. Slosberg, treasurer of the 
Green Shoe Manufacturing Co., 
died Sept. 13. He was a member of 
the Boston club since 1943, presi- 
dent in 1953-54 and treasurer from 
1958 until his death. 


You can depend on 
WEIL for your best 
buys in Jobs and cur- 
rent Cancellations. 


WEIL always has 
big stocks of quality 
Branded Footwear 
direct from famous 
brand factories, At 
a Price. 


While in town see Wo!” 


New York Somple Room: 
138 Duane St., NYC 
Quality whoen since &2 


M. K. WEIL 
Shoe Company 


1215 Washington Ave. 
St. Lovis 3, Missouri 


For Over 45 Years 


Headquarters For 


CANCELLATION 
STORES 


Quality Brands Lowest Prices 


Largest Stocks 


Shue SFartiinns 
MOSINGER -COHN 


1235 Washingtor 


All Price Ranges 








MA 1-3363 





A resolution establishing the 
award, inscribed in a hand-lettered 
illuminated scroll, was presented 
to Mr. Slosberg’s widow, Mildred, 
in behalf of the club’s officers and 
members. It was signed by Mr. 
Evans and Maxwell Field, club sec- 
retary. 





Classified and Want Ads 





SALESMEN WANTED 


SALESMEN WANTED 


SALESMEN WANTED 





TERRITORY (1)-WASHINGTON-OREGON 
TERRITORY (2)-IOWA-NEBRASKA 


We need a smart, hard-working, hustling and 
aggressive salesman to sell nationally adver- 
CHIPPEWA Boots and 


Shoes in the two above territories. Straight 


tised ORIGINAL® 


commission operator preferred, but a salary 
and expense arrangement may be considered. 


This ie a high-quality IN STOCK line. We want 
a man who can produce immediate results. 
Your earnings will stop only where you want 
to set the figure. For further details, write in 
confidence directly to: Chippewa Shoe Co., 28- 
36 West River Street, Chippewa Falls, Wis. 








SHOE SALESMAN WANTED 


Need experienced traveling shoe 
salesman with following for South 
Texas. Territory well established. 
Well known line of goodyear welt 
men’s and boys’ shoes and boots. 
6% commission. Reasonable draw- 
ing account. Unusual opportunity 
for right man. Reply to Box 803. 


BOOT and SHOE RECORDER 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











SALESMAN WANTED for juality Line 
f Infants’, Children’s and Misses’ Cement and 
Pre-Welt Shoes eply to Box 741, Boor axp 
SHoe Recorver, Chestnut & Séth Streets. Phila 
at t a 3 y. Penna 


JUVENILE SHOES SALESMEN WANT 
ED FOR QUALITY LINE PREWELTS 
CEMENTS AND BONWELTS. Stock ar 
makeuns erritories per Oklahoma and 

Tennessee, Arkansas and Mis«« SSIppy 
basis, side line no objection. Good 
The Kepner-Scott Shoe Co., 
burg, Pa 


WANTED 
IDLY GROWING LINE of 
ses oxfords with cushior 
at $5 and $6: shoes carried i 
ommussion; many territories still 
resume including 
carried and territory 
774, Boor ann Snore 


$6th Streets. Philadelot 


REPRESENTATIVES 
SELL RAP 


er 





FOR RENT 


LEADING FAMILY SHOE STORE FOR 
RENT. MAIN CORNER, modern front. 100.6 





x fee stock 


; ires Sacri fost 
al. Retiring. Browm's, New Brighton, P 





FOR SALE 


MAN AND WIFE SHOE STORE OPER 
ATION INVENTORY 20,000 BUILDING 
with living quarters for lease or sale 12,50¢ 
Pagh’s Footwear, Luck, Wisconsin 








FOR SALE ADRIAN X-RAY: EXCEL. 
LENT CONDITION, Best offer Weingarte: 
Shoes, Freehold, New Jersey 





CHILDREN’S SHOE STORE IN NORTII 
HOLLYWOOD, CALIFORNIA: EST 
LISHED nine years. Top brands only 

mdition forces sale $20,000 cash requirec 
Information given to responsible party 
to Box 799, Boor ann Snore Recorper 
nut & 56th Streets, Philadelphia 3 


110 


SIDELINE SALESMEN WTD. 





DISPLAY 











OPPORTUNITY! 


We have several openings for side 
line representatives for our won- 
derfual line of open-stock, in-stock, 
low-priced Juvenile Footwear. All 
open territories are well established. 
6% commission, plus bonus. Write. 


WEIL CARLSON, SALESMANAGER 


SEABOARD NATIONAL SHOE COMPANY 
22 S. Hanover St., Baltimore 1, Md. 











SIDELINE SALESMAN FOR INFANTS 
AND CHILD'S SHOES RETAIL RANGE 
$1.99 to $3.99. Complete instock service. Lib 

1 New Er 

ng Metro, N. ¥ 
and West Virgir 
=m Snore Ree 


treets. Phi ? 


INSTOCK 


shoes and boots 


SIDELINE MAN WANTED 
INE OF popular priced work sh 
Michigan, lowa, Ilir have some business 
tablished Other territories ‘ 

ve MMM IssioT U nior Shoe f he 

gar W isconsir The (¢ } 

BOW MANUFACTURER HAS OPEN 
ING FOR FASTEST MOVING, POPULAR 
PRICED r nts to retailers. Pocket 
e:zecd . 


leather aments« 
. 15% mimi ssiot \ etters 
answer en ¢ lentia Rey t Box 
7 Root Sno Recorper estnut & 


Streets, Philadelphia 39, Pent 


re, 





Cameron Company Displays 


500 Echo Lane, Glenview, IIlinois 
New ond originals in plastics and displays 


lef wt re-do your windows 


Send for one of our expert: 


JACK CAMERON, GUY MALLOY 
JACK L. CAMERON, JR 











MERCHANTS’ NEEDS 








WANTED TO PURCHASE 





INTERESTED IN BUYING SMALI 
CHAIN OF MEN’S SHOE STORES OR 
INDIVIDUAL stores Philadelphia rea of 
nearby. Reply to Box 801, Boo AnD Swor 
Recorper, Chestnut & 56th Street Philade 


phia Penna 


PAY OFF / 


Selected to fit 
your needs! 
Ideas that will 
help you get 
real results! 











FOR SALE 





THE NEW MIRACLE FLEX-ARCH SUP 
PORT. THESE ARE HIGH qualit fe 


weight supports of war-tested Viso-Flex 


flexible action and 

ysive May |} 
ge. Will not ab 

and women's s 

o n 100 pairs 

$800.00 for 1.00 

» request. Cash in on this once ir 

» offer. Retailing at $800. Cantilever 
$3 Fifth Avenue, New York City 


VINCENT EDWARDS & CO. 
World's Largest Advertising Service Organization 
342 Madison Ave., New York City 


Please tell me more about your news- 
paper ad clipping service and special 
short term trial offer. 


Name 
Company 
City..... 
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Wanted to Purchase 











WE PAY MORE f.cause WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. |. M. Y. 
Max 1. Meltzer, Pres, Wvanbos 1-9888 




















TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 


TOPPS SHOE STORE 


4116 Bergenline Avense 
Union City, N. J. 


Phone or Wire Collect 


UNion 3-6413 


TOP prices 


ai SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


Write or wire for fast ae 
tlen . . . quality men's, 
women's and children’s shoes. 


oe! oslmeae FOR OVER 45 YEARS 


MOSINGER -COHN 


Ma 1-3363 

















KELLY PAYS TOP PRICES 


CLOSE OUTS COMPLETE SHOE STORES 
ODDS AND ENDS 
Men's, Women's, Children's Shoes 
and Rubber Footwear 
Buyer available within 24 hours after contact 
KELLY SALES INC. 


1139-41 South Jefferson 
Phone or Wire Collect 


Chicago, Iilinels 
Wabash 2-3797 


144 DUANE ST. 
NEW YORK 13, N, Y. 
BE 3-7290 

















YOU GET FOR CLOSE-OUTS of [agama 


Mi 0 R E MEN'S, WOMEN’S and aHOn CO 
CHILDREN’S SHOES . ‘ , 
79-81 READE ST 


Complete Stocks and dew vonn.4 44 


Stores Solicited beaher 
At All Times. one: WOrth 2.5180 


YOU GET 


CASH 





WILL BUY 


ANY PART OF YOUR SHOE STOCK; 
Men's, Women's, Children's. 


OSCAR TRAISTER SHOE COMPANY 


207 Essex Street, Boston, Mass. 











B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS Cc 
COMPLETE SHOE STOCKS A 
LEASES ASSUMED S$ 
YOUR NAME PROTECTED #4 


B.& R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 


Phone or wire 
collect 


WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WaAlaut 6-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 

















M. STOFF and CO. 
CASH FOR SHOES 
Phone or Wire Collect 


137 West B'dway New York City 
Tel. Beekman 3-0141-2 
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«your profits 


CLIMB with 


GODING 
BOOTS 


Take a field man for instance. He 
wants a boot that can take the 
muck and mire, the rocks and rills 
.--8 boox that feels good on his foot 
and looks fine enough to wear to 
the main office. 

That's why he likes the Goding 
“Engineer,” and why you'll make 
more money if you stock them. 
Like all Goding Boots, the 
“Engineer” is a high-styled boot 
with Goodyear Welt Construction. 
Made in all sizes for men and boys, 
it delivers more wear for less 
money ..with a full mark-up for you. 


Write today for free 


full-color catalogue of the 
entire Goding line. 


* 


GODING 
BOOTS 


INC. 
PARIS, ILLINOIS 





Index to Advertisers 


This index is published as a convenience 


Acme Boot Company, Inc. 

Allied Products Show 

American Biltrite Rubber Com- 
Gr ee 26, 27 


American Girl Shoe Company 2 
Armour Leather Company .... 43 
Avon Sole Company ......18, 19 


B & R Shoe Company 
Baris Shoe Company, Inc..103, 111 
a oo eee 
Bata Shoe Company, Inc. ... 59 
Beckwith-Arden, Inc. 28 
Beebe Rubber Company .... 63 
Berned Shoe Company ....... 92 
British Classics, Inc. mn @ 
Brooks, Wm., Shoe Company.. 81 


75 


Cambridge Rubber Co. 
Tred-Lite a ae 
Vul Cork Div. - 83 
‘ameron Company Displays 110 
‘amitta Shoe Co. 
carter, J. W., Company 
‘avalier Co. 
slapp, Edwin, & Son 
Sonverse Rubber Company 


Danskin, Inc. 

Desco Shoe Corp. 

Dow Corning Corporation 
Dunham Brothers 


DuPont, E. L., de 
Co., Ine. 


Nemours 


Edwards Shoes, Inc. ae ac 
Edwards, Vincent, Company 110 
Endicott-Johnson Corpora- 

45 to 48 


Ephrata Shoe Company 77 
Everett & Barron Co. ........ 99 


Fashion-Bilt Shoe Co. 


Gaffin, Seth, Shoe Co., Inc..82, 111 
Gardiner Shoe Co., Inc. 
Georgia Shoe Manufacturing 
Co., Inc. ; 
Gerberich-Payne Shoe Com- 
pany 
Gilbert Shoe Co., 
Goding Boots, Inc. 


Green Shoe Mfg. Co...Back Cover 


Haus of Krause 
Hempstead Shoe Co. yore 
Heydays Shoes, Inc. ......... 50 
Horween Leather Company ... 99 
Hubschman, E., & Sons, Inc. 
Second Cover 
International Shoe Company.. 11 
Irving Tanning Company 7 


78 
Iselin, William, & Co., Inc. ....104 


Keith, George E., Company... 16 
Kelly Sales, Inc. 
Kiwi Polish Co., The ......... 79 


No liability is assumed for errors of omissions 


Leverenz Shoe Company 

Levor, G., & Co., Inc. 

Lois Shoe Company 

Long Arm a we 

Lucky Sales Corp. ........38, 39 


Marbon Chemical Division of 
Borg-Warner .. i Oe 
Markell, ma. Sas Shoe Co 109 
Martin Fabrics Corporation 37 
Mears Heel Company i4 
Medic Shoe Manufacturers, Inc. 85 
Minor, P  » & Son, Inc . BU 
Modern Orthopedic Appliance 
Co. sHideoc ; . 96 
Mosinger-Cohn Shoe Co 109, 111 


Nunn-Bush Shoe Company 
Third Cover 


Ohio Leather Co., The 


Paule Chemical Corp 
Pellon Corporation 
Pierce, C. S., Company 
Potvin, R . Shoe Co 
Princeton Mills 


fandolph Manufacturing Co., 
Inc. , 42 


Ripple Sole Corp ee oe 
Rockingham Shoe Company ..101 
Romito-Donnelly Corporation. .105 
Rubin, Irvin ..109 


es mo  sabecons 74 
Salomon & Phillips . 92 
Scholl Mfg. Co., Inc., The 106 
Servus Rubber Co., The . 29 
i ee ee ere ey 


Tan-Art, Ine. daca 
Taylor, Thomas & Sons 


Tingley Rubber Corporation 
Front Cover 


Topps Shoe Store .. cookha 
Traister, Oscar, Shoe Company .111 
Tyer Rubber Company ... . 4i 


United Shoe Machinery Corpo 
ration o- . 20 


Vaisey-Bristol Shoe Co 

Viner Bros., Inc. 

Virginia Oak Tannery 
Corporation 

Vulean Corp. 


Weil, M. K., Shoe Com 
pany : 105, 109 
Welleo Shoe Corp. ..... .. 96 
Wolverine Shoe and Tanning 
Corporation one Me 
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Make the 
NUNN-BUSH 


Discovery 


Tu world of shoes is one in which superior 
quality is the only true economy. How 

can you tell superior quality? Certainly not 

I y price alone. 

APMIBTOCRAT LAST 
Perhaps your | 


reputatiol 
ARIBTOCRAT LAST ' 


DAR win LAST 


fying wear. 





First in Quality? 


Nunn? Busn 


ANKLE-FASHIONED SHOES 


A 


Cata/o 


See your /ocai Nunn-Bush Dealer 


NUNN-BUSH SHOE COMPANY, Milwaukee 1, Wisconsin 





EVERY YEAR 
LEAP YEAR... 


30,000 steps a day and 
very few just walking. It 
takes quite a shoe to keep up 
with them. 

Stride Rites can — and 
have for over 40 years. 
Stride Rite lasts have always 
been made for feet on the go; 
they are continuously re- 
appraised and redesigned to 
keep step with young tastes. 

Stride Rites are made of 
the finest available materi- 
als, have the finest possible 
construction and are 
quality-controlled at all 
points of manufacture. 

What does it all add up 
to? Just this: a shoe you can 


sell with pride and profit. 


TRIDE Rite 


SHOE 


THE SHOE THAT UNDERSTANDS CHILOREN 





Green Shoe Mig. Co., Boston, Mass. 





